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Viscosity is no problem. Brodie Meters are available to handle any fuel oil grade. This 
unit is delivering ‘black oil" to a commercial user. 


Home deliveries are fast and accurate. 
Customers like the verified delivery 
receipts of this Brodimatic Printing 
Counter. Quantrol gives fully automatic 
shutoff at preset gallonage. 
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BRODIE BiRotor Tank Truck Meters 


Sustained accuracy keeps delivery and in- Brodie BiRotor Meters are different. In the measuring chamber there 
ventory records straight, speeds up account- are just two moving parts, which rotate without vibration or metal- 
to-metal contact. It’s fully protected from damage or distortion by 
rugged double-case construction. Meter and Strainer-Air Eliminator 
Trouble-free performance keeps trucks are unit-built, giving quick easy access for inspection, cleaning or re- 
in full-time profitable operation. placements without disturbing connections. Compact flexible design 

permits inlet and outlet to face virtually any direction for easy, clean 
Low maintenance keeps operating costs installations making best use of cabinet space. Available with easy 
reading Brodimatic Counter, Printer, Quantrol automatic quantity 
control, or space-saving “G” Counter. Call your Brodie Metering 
710 Specialist for the full story. 





ing, guards against delivery error losses. 


to a minimum. 


— Bropie Bike 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, lll. 271 9th Ave. N. 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES §#N ALL PRINCIPAL CITIES 
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, BRONZE e MONEL e ALUMINUM e STAINLESS STEEL © SEMI-STEEL 


KAMLOKS couple and uncouple instantly regardless of “hook-up.” Just 
slip adaptor into coupler and close cam arms. No threads to engage, 
no twisting friction against gaskets, no tools required. KAMLOK’s positive 
leakproof seal assures greater safety in handling all types of fluids. 


ALL STYLE ADAPTORS FIT IN ALL STYLES OF 
COUPLERS OF THE SAME SIZE. 








KAMLOKS are available in any combination to meet 
Write for all coupling requirements from %" to 6”. 
Bulletin F-1OR o 


for the KAMLOK Story’ \'\ OPW CORPORATION 


2735 COLERAIN AVE. e CINCINNATI 25, OHIO 
Kirby 1-5400 
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Contents for November 


What are you doing about tuneup service at stations? 


This fast-growing service is bringing important new marketing changes. Here are the pros 
and cons on tuneup, plus an analysis of equipment your dealers should have 


How a jobber built his own pipeline terminal 
When George Savory outgrew his old plant, he started planning for the long pull. Here’s how 


he designed, constructed and moved into a modern new terminal 


Small towns, small stations got you down? 


page 114 


They couldn’t stop Oklahoma jobber K. C. Jeffries. He’s built a buzzing business by strengthen- 


ing his personnel setup and staying alert for fresh angles 


Month in Full... 





SPECIAL REPORT 
Tuneup service: Should your stations have it? ........ 92 


EQUIPMENT 
Here’s what it takes to do good tuneup work 


GENERAL 
Small business gets help at White House conference... . 
101 ways for big business to aid small business 


BULK PLANTS AND TERMINALS 
How a jobber built a new pipe line terminal 


MANAGEMENT 
Gaseteria plans a franchised brand for independents ... 
Success story: How a small town jobber can grow 
A look at your future market—Interurbia 
MERCHANDISING 
Canadian capers: An octane race gathers speed 


STATIONS * 
Champlin creates a striking new canopy design 


FUEL OL 

How to give better burner service with fewer men 
TIRES-BATTERIES- ACCESSORIES 

“You name it, we'll meet it’”’ pays off for a jobber 

Here’s a new yardstick for TBA sales at stations ...... 143 
REGIONS 

Goast to coast on a private brand? .................. 149 
TRANSPORTATION 

How night checks cut truck downtime for a jobber . 

Big things ahead in transportation—literally 
ABOUT OIL PEOPLE 

Penola’s Clarence Davison gets a send-off ; 

Pennsylvania’s Joe Butler gets a welcome 
LETTERS 

Readers ask about Shop ’n Gas—and get answers 
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If your stations need a bright new look, Socony 


TAKE VOUR PROBLEMS Mobil’s Station Rehabilitation Program can save you 
7O THE EXPERTS time and money .. . . and produce results! At yout request, 


a trained specialist will be glad to help analyze the 


« situation and make definite recommendations. Addi- 
Your Socony Mobil tional experts are available to assist you with other 
tough problems, too. For instance, help you reduce 
S a4 ali f loading time . . . help set up a preventive maintenance 
pect ists . program . . . help institute management procedures 
that make running a business easier—and more prof- 
itable. 

That’s why it’s good business to do business with 
Socony Mobil. The expert advice you get from our 
staff of specialists . . . plus top-quality branded prod- 
ucts add up to a real competitive advantage for you. 
Talk to your Socony Mobil salesman today. He's 

MOBIL METHODS MEAN MORE PROFITS FOR YOU! your direct line to the specialists. 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP, 


NEW YORK 17, N. Y.—150 B. 42nd St. « CHICAGO 5, ILLANOIS—59 FE. Van Buren St. « BALTIMORE 18, MARYLAND—1914 North Charles St. *» MILWAUKEE 1, 

WISCONSIN—907 South First « KANSAS CITY 13, MISSOU Ri 928 Grand Aves. * DETROIT 32, MICHIGAN—903 West Grand Bivd, « ST. LOUIS 8, MISSOURI— 

4140 Lindell Blvd. « DALLAS 1, THEXAS—Magnolia Petroleum Co., Magnolia Building « LOS ANGELES 54, CAL.—General Petroleum Corp., 612 8. Flower St., 
Socony Mobil maintains many other conveniently located service offices to give you close and fast cooperation. 
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Behind Our Headlines 





HEN A GROUP of 17 German jobbers visited the 
U.S. recently, NPN’s John Bethell spent some 
time with them. 

“Once you break the language barrier,” reported John, 
“it’s obvious that jobbers everywhere are much the same. 
Take Wilhelm Groenwoldt, a hearty and bushy-browed 
Mobil jobber from Hamburg. He does about 15-million 
liters (almost 4 million gal.)—two-thirds in gasoline and 
the rest diesel. Residual fuel is priced out of the market 
by coal in Germany. 

“Jobber Groenwoldt’s problems sound like an American 
jobber’s. He wants more margin and recognition from his 
supplier. And he needs how-to information.” 

Groenwoldt told Bethell that he hopes to pick up some 
more how-to information during his U.S. tour. “We are 
here to learn your system, to put our nose right into it,” 
said Groenwoldt. “And then—how to express it?—-we will 
learn to make business, because we know the Americans 
are the masters.” 

For a picture of the group, see page 196. 


W's ALWAYS TRYING at NPN to come up with 
ideas to help you make more money. In this issue 
we offer two apparently contradictory ideas, and both 
are right. 

For example, on page 150 you can read about Colorado 
jobber Frank Tallman who has tripled his gallonage by 
never talking price. You can also read about the Abel 
brothers of Missouri who say the quickest way to close a 
TBA sale is to talk price—low price (page 141). 

No one marketing philosophy has a monopoly on ef- 
fectiveness. So you take your pick of the system that suits 
your company and personality better. 


| ge YEAR oil marketers got a Yuletide chuckle out 
of a Christmas salutation written by NPN editors 
John Bethell and Tony Astrachan. The names of over 300 
marketers were in the rollicking verse. 

So popular was that bit of marketing literature that 
NPN will do it again with more and different names. 
NPN’s versifiers are keeping company with the muses for 
the 1957 version. It will be in your December NPN. 


ae Reeve Editor 
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In Neptune Remote Control System, control 


valve at rack opens automatically when ticket is at Metropolitan Petroleum’s new Bronx Bulk Plant... 


“printed in.” 
Register at rack is accurately synchronized with 


ticket-printing register in office. These Red Seal with Red Seal Remote Control Metering 


meters are 18 years old, still highly accurate. 


Smooth, fast flow of dealers’ trucks through 12 loading bays is 


handled by one man in this modern, automatic bulk plant. Aided by 
Neptune Remote Control Meters, the dispatcher stays inside the 
office, with complete control over every delivery. 

The 12 registers in the office are accurately synchronized with the 
rack meters. When a truck rolls into a bay, the dispatcher “prints in” 
a ticket in the proper office register. This automatically opens a 
Neptune control valve at that bay. No product can be drawn until 
this is done. The action of “printing out” the ticket closes the valve 
again. On his way out, the driver stops at the office just long enough 
to sign the ticket. 

There’s more to this story: All of these Red Seals were salvaged 
from Metropolitan’s old plant and are up to 18 years old. Instead 
of wearing out, they have mellowed into a condition of extremely 
stable accuracy. Now part of a system as modern as tomorrow, 
they're good for decades more of accurate, dependable service. 


NEPTUNE METER COMPANY 
19 WEST 50TH STREET * NEW YORK 20, N. Y. 
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11 meters at Esso Standard Oil Company’s Waltham, Mass. 
terminal are Red Seal Remote Control units, speeding load- 
ing of several trucks simultaneously. Busy meter often handles 


Low maintenance costs and good local service are the two big rea- 
sons Independent Gasoline & Oil Co., Rochester, N. Y., standardizes 
on Red Seal meters for all new purchases. Independent bought 
their first Red Seal 8 years ago, now have them on 22 tank trucks. 150,000 gallons per day. 


How others get a better measure of profit... 


showed so little wear after 17 years it was decided to keep them on 
the job...converted to Print-O-Meters. Here’s solid proof that you 
can rely on your Red Seals to hold steady as a rock between tests. +] une 
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10 years’ personal experience with Red Seal meters . . . logging 
an excellent record for accuracy with little trouble . . . is cited 
as the reason Ferguson Oil Company has standardized 100% 
on Red Seal Print-O-Meters for tank trucks and bulk plant both. 


“Big Four” for bulk plants and terminals are these 2”, 3”, 4” 
and 6” Red Seals . . . sized to give you the utmost in sustained 
accuracy and economy for any rate of flow, 20 to 1000 gpm. 





Readers Ask About Shop 'n Gas 


Kerr-McGee's plan to serve supermarket shoppers by motorized scooter 
(NPN, Sept., p96) has drawn many queries from readers. Here Kermac’s 
W. J. Fuchs, who thought up the idea, gives some replies 


A Reader Says... 


® I do not believe it would be possible for a jobber, 
too expensive. 

It would create problems of manpower (no future) 
and would be a low paying job. 

My experience shows that women are more allergic 
to fill-ups than men. My stations show three categories 
of purchases (1) five gallons, (2) $2 worth, and (3) 
ten gallons. The first two predominate. 

I also see the chap who likes to beat the odds. He 
can have spare keys made at 15¢ each, get his car filled 
and serviced and then, while the caddy is waiting on 
someone else, remove his car with a spare key. This 
could be stopped by taking licenses, but how many 
would do this until after the horse gets out? 

Hope I haven’t discredited the golf cart idea too 
much, and I may eat my words. But there are enough 
headaches now without soliciting all the Bufferin sold 
in a supermarket. 

Roy SCHNEIDER 
Schneider Oil Co. 
Roanoke, Va. 


Fuchs Answers: 


If this thing is successful, we believe it is 
a very inexpensive new dealership for a jobber 
if he wants to match it to a conventional 
dealership. 

As to the honesty of the American people, 
there’s nothing foolproof. The cheater can 
drive into a service station and drive off with- 
out paying now. I think the American public 
is pretty honest. But we're not taking a com- 
pletely purist attitude—we cover that possibility. 
The car license appears on every bill and 
receipt. Unclaimed bills and keys go to a 
central office at the end of the day. Other 
operators will be warned to watch out for 
the cheaters. He could do it once, but it 
would be difficult to continue, because we'll 
watch for him. 


A Reader Says... 


B® Based on Mr. Fuchs’ comments that they expect to 

sell 25,000 gals. a month on a lot handling 3,000 cars 

a week, he anticipates selling about one in four. We 

agree this is the percentage needed to make it profitable, 
but believe the percentage is unrealistically high. 

The services at the supermarket might tend to increase 

or decrease this percentage. 

R. J. PETERSON 

Sales Manager 

J. D. Streett & Co. 

St. Louis, Mo. 


Fuchs Answers: 


All I can say is I hope he’s wrong. Seriously, 
though, the big unanswered question is: Will 
Americans want to be sold their gasoline this 
way? We won't know until we serve them. 
Nobody knows what the ratio of use will be. 
But we're sure going to make it attractive in 
every way. 


A Reader Says... 


® Frankly, labor is 52% of our expense today, and I 
can’t see how this method does anything to cut out 
labor. It tends to increase labor and increase the job 
on the labor at hand. i 
CALVIN HOUGHLAND 
President 

Direct Oil Companies 
Nashville, Tenn. 


Fuchs Answers: 


Actually, the labor requirement is’ one of 
the things we hope to find out. If there’s a 
high gallonage potential or if the lot is achiev- 
ing high gallonage, you can handle the job 
with fewer labor requirements than at con- 
ventional stations. 


W. J. FUCHS is merchandising manager of Kerr-McGee Oil Industries. In 1952 he 
began searching for a method of servicing supermarket customers’ cars. He found 
it in Shop ’n Gas—a controversial new marketing project which he now supervises. 
Fuchs is a native of Missouri and a graduate of the University of Missouri School 
of Journalism. A field artillery officer in World War II, he spent over 10 years in the 
advertising business before coming to Deep Rock Oil Corp. in 1951 as advertising 
and sales promotion manager. Deep Rock was purchased by Kermac in 1955. 
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— And Get Answers 


A Reader Says... 


B® In this area, there are three types of “super” markets. In the 
case of small supermarkets, parking is already congested. In large 
supermarkets, the underground installation would cover two or three 
acres. At shopping centers, an area would have to be marked off 
for the supermarket shoppers or patrons of other stores would be 
solicited. Their keys and bills would have to be sent to other 
stores, or the customer would have to go to the supermarket and get 
in line to pay his bill. Or would it necessitate a cash box on the 
mobile truck—an easy mark for robbery? 

Most of the big markets have from 10 to 15 checkout stands. 
At which one would the customer pick up his keys? If one counter 
were selected, it would become a worse bottleneck than at present. 

I can also visualize a customer standing in line for 20 minutes, 
then finding his keys have not yet arrived. Does he go back to 
the end of the line? To avoid this, the service men will have to 
deliver the keys after each sale, no small task. 

Parking lots have erratic parkers, erratic drivers and the indis- 
criminate parking of push carts throughout the parking area. The 
wagon would have to be stationed behind the automobile, if most 
parking spaces are full, virtually closing the particular alley. 

It is possible that in the middle-sized markets, where the lot is 
not used by other businesses and is large enough to eliminate con- 
gestion, the idea may be workable. 

Hucu Lacy 
Urich’s Serve Yourself Stations 
Whittier, Calif. 


Fuchs Answers: 


He’s trying to solve our operating problems. 

Let’s take them backwards. We believe the only ap- 
plication at large shopping centers will call for a central 
booth for those who want to use the service. On a huge 
lot, in some cases, you would only put the system in 
the central area where traffic is heaviest and there is 
large turnover. There are certain lots we know this 
system is not adapted to. At an under-50-car lot, the 
system has no practical application. However, we’re not 
eliminating the possibility. If it delivered 3,000 cars a week 
it would bear looking at. 

The operator carries a cash box now, but only enough 
money to cover his operational needs. A service station 
attendant does that now. 

As for checkout stands, that’s easy. The customer can 
use any one. When the customer places her order she gets 
a claim check for the parking stall, say #21. When she 
comes to the check-out counter she gives the clerk the 
claim check. The clerk calls out “stall 21” to the facsimile 
board. The clerk checks the groceries while a boy brings 
the keys and bill in time to add the gas check to the gro- 
ceries total. The element of delay is taken out of it. 

If the customer is normal, she’ll spend 22 minutes in the 
store—gasoline service takes three minutes. In any case, 
the attendant brings in checks in small batches, maybe 
even only one. At busy times, there are two attendants. If 
we find a pneumatic tube or some other high-speed device 
becomes necessary, it will be made part of the system. A 
customer in a hurry need only tell the attendant and she'll 
get immediate service. 

It takes only a minute and a half to fill the average tank. 
No person should be delayed very long. The attendant can 
usually find a space to pull into. 
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Extra heavy reinforcing rim 
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; EVER-TITE 
EVER-TITE COUPLINGS, because 
Standard you get speedy 








Adapter and Coupler deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
EVER-TITE. 
The EVER-TITE 
trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
E Get EVER-TITE and 
get the best. Ask your 
ehgg distributor now. 
Hose _EVER-TITE COUPLING Co. INC. 
Coupling 254 West 54th Street 
New York. 19, N. Y. 
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EVER-TITE Dust Protectors 
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B.E-Goodrich report: 
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They replaced the 
truck chassis but kept the hose 


Eg 11 years that B.F.Goodrich hose 
has delivered almost 4 million gal- 
lons of fuel oil and it’s still going strong. 
It has even outlasted the truck chassis, 
which was replaced last year. 

Mr. J. P. Baker, oil department man- 
ager of Colonial Fuel Oil of Wash- 
ington, D. C., recently ao gesiy addi- 
tional B.F.Goodrich fuel oil hose as 
replacement hose for his other trucks. 
He said, ““We have ordered additional 
B.F.Goodrich hose based on the rec- 
ord this hose has achieved.” 

Recent improvements make today’s 
B.F.Goodrich Type 83 fuel oil hose bet- 
ter than ever. A special kind of rubber 
keeps the hose flexible, easy to bend in 


10 


the coldest weather. Braided construc- 
tion eliminates the need for wire rein- 
forcement. This means B.F.Goodrich 
hose will not crush ifaccidentally run over. 

Its thick, tough cover is built for 
rough use. Dragging it over curbs, 
rough sidewalks and driveways won't 
tear it. Letting it stand in gasoline, oil 
or grease won't damage it. Oilproof 
tube won't swell to reduce inner i 
eter. No flaking to roughen the inside 
surface and decrease flow. 

Either one-time Permalock Type “D”’ 
or reattachable Type 66 couplings can 
be used. Static wire bonded to coupling 
at each end of hose. 

Ask your B.F.Goodrich distributor 


to show you a sample and tell you 
more about Type 83 fuel oil hose—an 
improved hose that's easier to handle, 
can make faster deliveries, and reduce 
operating costs. The B.F.Goodrich 
Industrial Products Co., Dept. M-215, 
Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


(Continued from page 9) 


Bootees With Jobber Appeal 


B® “They're Wearing Bootees Now” 
(NPN—Sept. ’57 p 129) is the type of 
story which appeals to jobbers. This is 
good copy and it will get itself read 
by every one of us. 

I only hope that you will continue to 
run articles of this kind, for I think 
that they fill a real need and that NPN 
will benefit by them. 

Harvey W. Lewis 
President 

Lewis Oil Co., Inc. 
Port Washington, N. Y. 


These are the kind of things that 
oil heat needs—continuous supply of 
gimmicks to sell the public that oil 
heat can be clean. The industry has 
made a mistake in trying to sell oil 
on the basis of the chemical additives 
from A to Z. It certainly must make 
consumers believe that without addi- 
tives oil must be basically dirty. 

I would like to see the industry drop 
this kind of advertising and take a 
positive approach that, with the proper 
service, oil is clean. “Bootees” help to 
create a clean atmosphere. 

Don CONDON 
Condon Oil Co. 
Ripon, Wis. 


Plastic Canopies: Thumbs Down 


B® We have read with interest NPN’s 
latest report on plastic canopies for 
service stations (NPN—Sept. '57 p 
140). 

In the past our company has given 
consideration to the use of such cano- 
pies. However, it has rejected this solu- 
tion for various reasons—in particu- 
lar, the structure required to support 
such canopies because of the excessive 
snow loads encountered in Canada 
require that the pump islands be adja- 
cent to the building. 

In our experience, we have found it 
most desirable to maintain a greater 
freedom in this regard. Of course, a 
second consideration is that of cost. 

R. E. KNOWLAND 

Architect 

Supertest Petroleum Corp., Ltd. 
London, Canada 


Imports and the Jobber 


> Today the jobber must take a long, 
hard look at the effect on domestic 
marketing conditions created by the 
ever-increasing importation of foreign 
oil. 

Major oil companies have realized 
they can no longer sell to each other to 
any great extent, and the best way to 
turn foreign crude into cash is by re- 
tail marketing their own branded prod- 
ucts in the U. S. 

To do this, each major importing 
company embarked on an accelerated 
station-building program. Indiscrim- 
inate building has occurred in nearly 
every city . . . Independent dealers 
cannot be found willing to risk their 
own capital. The companies consign 
the gasoline to stations to put a dealer 
in business. Price signs advertising low 
prices appear in front of these stations 
to move the product... 

The jobber must bid for locations in 
competition with companies that have 
built so many stations on sub-marginal 
locations that no price is too high for 
a location with a decent potential. 
Lending agencies are too familiar with 
the pattern to relish lending him the 
capital necessary to construct new 
stations. His search for dealers has 
become increasingly difficult. He must 
compete with cut-rate major brand sta- 
tions subsidized by sub-marginal tank 
wagon prices. He must face gasoline 
price wars he cannot win. 

Other signs of this constant search 
for a market for foreign crude is the 
acquisition of every marketing com- 
pany without production that the im- 
porting majors can buy [or] buy into 
. . . Companies with foreign crude to 
sell build refineries in areas where they 
have no stations. They manufacture 
gasoline and sell it to all comers at 
extremely low prices. This contributes 
to the instability of gasoline marketing. 

It is imperative that all jobber asso- 
ciations take action immediately. 
Many other segments of the industry 
are being crippled by crude imports . . . 
but are not standing idly by waiting to 
go out of business. 


C. T. GarTH, JR. 
President 
Terminal Oil Co. 
Beaumont, Tex. 


(Continued on page 12) 
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“100” 


CONSUMER-COMMERCIAL GASOLINE PUMP 


FLEETS, 

INDUSTRY, 

CONSTRUCTION, : 
FARMS, ETC. 5 seca 


The beautiful 100” priced unbelievably low 
is the Industry’s most popular pump. For high 
priced pump appearance and features, at 
really Low cost, use the Starliner . . . it’s your 
guarantee of the absolute maximum in per- 
formance and customer satisfaction. Under- 
writers’ approved, the “100” has big easy to 
read roller register, accurate all bronze meter, 
and delivers a fast 14 GPM from powerful 
millionproof belt-driven pumping unit. Main- 
tenance is absolutely negligible. 


Ouly Gasboy has alt Phree... 





ELIMINATE DROP-BACK, 
LINE-SHOCK and FALSE 
METER READINGS with 


Spring-type CHECK VALVES 


Style “G” 
2 to 10” 





Styl e “CR” 
6” and up 











Major oil companies report that in- 
stallations of CPV Spring-type Check 
Valves have proved most beneficial to 
the operations of both suction and dis- 
charge lines. Day-to-day operation has 
improved, and the danger of breakage 
due to line surge is removed; meter 
readings are accurate. 

CPV Check Valves are compact and: 
easy to install . . . require no mainte- 
nance. Construction features STA-RITE 
leak-proof seating with guide bearings 
on both sides of the disc, semi-steel 
bodies, bronze trim. Open area is in ex- 
cess of pipe area. The valves close auto- 
matically as soon as flow ceases... 
back travel, which can prove damag- 
ing, is not required for closing. 

Sizes of Style “G” Check Valve range 
from 2” to 10”, for pressures up to 


250 psi. 

CPV Style “GB” Spring-type Check 
Valves are available in sizes from 6” to 
18” for pressures up to 250 psi. Larger 
sizes furnished on request. 

CPV Relief Valves for 
air or hydraulic service. 
Drop back within 10% of 
set pressure. Positive leak- 
proof reseating after blow- 
off. Standard sizes from 4” 
to 1” for pressure settings 
up to 150 psi. Higher pres- 
sure settings upon request. 

Write for complete data and facts 
about field tests. 
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COMBINATION PUMP VALVE CO. 
850 Preston Street 
Philadelphia 4, Pennsylvania 








Letters 


(Continued from page 11) 


Additive Answers 


We would offer the following com- 
ments to “What’s the Additive An- 
swer?” in the Letters to the Editor 
section of your September issue. 

We do not recommend the addition 
of proprietary packaged additives to 
our lubricants since our products as 
made at the refinery are manufactured 
to give the best possible performance 
results in engines. 

As the result of extensive research 
and field testing products before they 
become branded products, we are 
strongly of the opinion that the in- 


| discriminate mixing of proprietary 
| material with our branded products 
| is neither desirable nor necessary, and 


quite possibly harmful. 
J. W. LANE 
Manager, Automotive Division 
Socony Mobil Oil Co., Ine. 
New York, N. Y. 


If an engine is subjected to extra- 
ordinary operating conditions it may 


| be entirely practical to add some 
| material to the fuel or oil for offsetting 
| unusual operating conditions. Oil com- 
| panies provide all the necessary ad- 
| ditives in their fuels and lubricants for 


expected operating conditions. It 


| would be foolishly uneconomic to 


manufacture products with a capability 


| to cope with conditions never exper- 


ienced by the general public. The price 
penalty would be needlessly great. 

The prospective purchaser of sup- 
plementary additives should consult 
the manufacturer of his engine and 
then his supplier of fuels and lubri- 
cants. If they cannot solve the prob- 
lem, they can at least advise him on 
the compatibility of the additive with 
those of his present fuels and lubri- 
cants and its suitability for the engine. 
Lacking this information, he uses the 
additive at his own risk and must, 
himself, evaluate its cost against what 
it accomplishes for him. 

There is no question but what some 
of these bottled and packaged addi- 
tives might be of value, but it is diffi- 
cult, if not impossible, for the average 
purchaser to test each one without 
laboratory facilities. 


(Name withheld on request.) 


It is only reasonable to admit that 
when a standard oil or gas is sold 
in competition with other compar- 
able (competitively priced) oils and 
gases expensive ingredients cannot be 
added. Bardahl and other quality ad- 
ditives—excluding solvent and light 
oil fraction types—carry these costly 
ingredients that improve performance 
ability and range of oils and gas. 
D. S. SIMMONS 
Chief Chemist 
Bardahl Mfg. Corp. 
Seattle, Wash. 
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“The one with the seat belt is George's.” 
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“In 14 months...not 
a single bearing 


lubrication failure 
with lithium-base grease! 


THE PROOF IS IN THE PERFORMANCE... 


lithium-base grease 


does the job... 


and does it better! 


Want to know more about TRONA 
for our 


lithium hydroxide 


Send 
technical bulletin on this important 
chemical ingredient in lithium-base greases. 


Here’s a report of our own experience with lithium- 
base grease under extreme industrial service condi- 
tions. Approximately 95% of the grease used in the 
plant of AmericaN Litaium CHemica.s, Inc., our 
subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In fourteen months operation we 
have not been able to trace a single cause for bearing 
failure to the lubricant used. The on-the-spot photos 


American Potash & Chemical 


REG. U.S. PAT. OFF. 


above give graphic evidence of the rugged bearing 
service requirements in this plant where lithium ores 
are processed into high-grade lithium hydroxide, 
itself an important ingredient in lithium-base grease. 
Performance like this is why grease chemists, manu- 
facturers,; marketers and users all attest to the superi- 
ority of lithium-base...the one grease in place of 
many for efficient and economical operation. 


member of... 


lion 


3030 West Sixth Street « Los Angeles 54, California 


rate? 


November, 1957 + NATIONAL PETROLEUM NEWS 


LOS ANGELES * NEW YORK °* GAN FRANCISCO * ATLANTA * PORTLAND (ore.) 
Export Division: 99 Park Avenue, New York 16, New York 





THIS NATIONAL CASH REGISTER eliminates cash shortages, controls THe mopern Dunford Texaco Service in Oklahoma City, Okla. 
credit accounts, and provides complete inventory control. 


“Our ational System saves us’2,400 a year... 


pays for itself every 12 months!” —puniora Texaco Service, Okichoma City, Okichomo 


“Our National System provides a 
separate sales total and an individual 
cash drawer for each attendant, so 
now for the first time we have cash 
control,” writes H. Dunford, owner 
of Dunford Texaco Service. “As a 
result, we have greatly increased our 
efficiency and also our profits. Our 
employees appreciate the recognition 
this new system gives them. 

“Cash shortages have been elimi- 
nated, and inventory control is pro- 
vided by departmental sales totals. 
And it is no longer a drudgery to post 
credit accounts. Our accounts are 


posted mechanically the moment the 
transaction occurs; thus they are 
always up to date. This saves us 
hours of bookkeeping every day. 

“By increasing the efficiency and 
economy of our operation, our Na- 
tional System saves us more than 
$2,400 a year, pays for itself every 
12 months!” 


Hlarol donde 


Owner of the Dunford Texaco Service 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


14 


Your service station, too, can benefit from 
the time- and money-saving features of a 
National System. Nationals pay for them- 
selves quickly through savings they make 
for you, then return a regular yearly profit. 
For complete information, call your nearby 
National representative today. 
He’s listed in the yellow pages #8 
of your phone book. 
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Money-Making Ideas 


Eyecatcher: merchandise that 


‘floats’ through a window = 





.. . Got a gray flannel suit in 


your company? Give him a chance 


to shine 


. . . How to get better 


mileage out of station openings 
... Your own camera can help you 


make money 


GET YOUR DEALERS and salesmen 
into your advertising act. Run a con- 
test for advertising copy. Emphasize 
headlines and important points about 
products and services at your stations. 
Pay for the best examples of good 
advertising—and then use it in your 
own campaigns. You may have a 
potential gray flannel suit in your 
midst—and even if you don’t, you'll 
make dealers and salesmen feel more 
a part of your operation. 


$ 


HERE’S A WAY to get more mile- 
age out of station openings. After 
the fanfare and hustle of the opening 
days are over, work up a direct mail 
piece using news clippings of the 
event. Send this piece to the same 
mailing list you used for the opening. 
Thank the people on the list for 
helping make the opening a great 
success, mentioning that those who 
couldn’t make it on opening day really 
missed something—but can still drop 
in to get fine service and quality 
products. 
$ 


THE PAYOFF on battery testing 
programs is primarily the owner who 
buys a new battery on the spot when 
he learns his old one is shaky. But the 
man who procrastinates isn’t neces- 
sarily a lost sale. Why not suggest to 
your dealers that they chalk a big X- 
mark on every battery that’s in bad 
shape. It’s a constant reminder both 
to the dealer and the customer that 
it will soon need to be replaced. 


Union Oil uses this illuminated plastic 


its motor oil at stations. 


Each half 


is backed with adhesive; when mounted on 
window, the can appears to be suspended in 


WHITE CURBS make a snappy look- 
ing station, and white enamel is the 
best way to keep them white, says 
Atlantic Refining Co. As a result of a 
suggestion brought up at Atlantic’s 
Dealer Advisory Panel, comparison 
tests were made. They show that 
Traffic White paint and whitewash 
last only a few weeks, while a good 
white gloss enamel will stay white 
from three to six months if washed 
occasionally. It costs less by the year, 
too. 

Before putting on enamel it’s best 
to chip off the old paint and apply 
coarse sandpaper. And it helps to be 
a little careful in cleaning the drive- 
way area around the base of the pump 
island curbs. 

$ 


OTHER HELPFUL painting tips: 
Don’t hang on to the old brush too 
long; a new brush saves time. Paint 
that’s been standing long enough to 
thicken will go farther if it’s thinned 
before use. Use a brush that’s big 
enough for the job. Hands are easier 
to clean if they’re protected at the 
start with hand cream or baby oil. 


$ 


COLOR CODING can save time on 
many station jobs. Try painting the 
ends of four-way lug wrenches in 
different colors, for instance. Each 
color quickly becomes associated with 
the size nut it fits. It’s only necessary 
to paint three of the ends, leaving the 
fourth end plain. 
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MARKETERS who are amateur 
photographers can make their hobby 
pay off in business. Next time you 
have a grand opening or a special 
promotion, take your own news and 
publicity photos. Your news releases 
will be livened by the inclusion of 
clear, sharp pictures. And you may be 
surprised to find that local editors are 
happy to use your pictures to brighten 
their pages. Take enough shots to 
make sure you will have some good 
ones. Develop your pictures immedi- 
ately. Pictures grow stale even more 
quickly than printed words. 


$ 


AN AUTO WASH CLUB is being 
formed in Detroit by fast car wash 
operator Frank Trent. For $75 a year 
a member can get his car washed as 
often as he needs it—twice a day if 
he likes. In addition he gets one $20 
car wax job a year. An owner who 
normally buys one car wash a week 
at $1.50, plus wax job, saves $23 
annually. Trent’s aim is to sign up 
1,000 members so as to assure steady 
wash volume. Pitch to owners: It pays 
to preserve high investment in car. 


$ 


MORE ACCESSORIES are sold by 
dealers whose men not only know all 
about installation, but have the right 
tools for the job. One dealer thinks 
this is so important he provides every 
man with his own private tool box, 
which is kept locked. 


15 
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¢e DELIVERY 
DISTURBANCES 


¢ IRATE 
CUSTOMERS 


INSTALL 
OPW TANK 
WHISTLE 


FILL WHILE IT WHISTLES — 
STOP WHEN WHISTLE STOPS 


Tank always fills to proper leve 


Big 


No. 7-A 


In addition to controlling 
and eliminating hazardous 
conditions, this inexpen- 
sive OPW signalling de- 
vice speeds up deliveries, 
increases filling efficiency 
and serves as the perfect 
shut-off-time alarm. 


au 
a 
UL it 


FILL-UP time, ANYTIME, 
DAY or NIGHT, FROM 
OUTSIDE THE BUILDING. 


FREE BULLETINS 
Ne F-30 & F-34 


» 3 vy 

— «+.» give full 
WSs fl wae details on all 

We aremrnes 8 styles and in- 


7 ng) 4 
; stallations. 
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OPW CORPORATION 


2735 Colerain Ave. 
Cincinnati 25, Ohio 
Kirby 1-5400 











What They’re Saying 


About getting profit out of jobbing . . 


to prosperity . . 
new brake fluid (hic) 


QCThere are too many jobbers who 
place too much emphasis upon gallon- 
age. The successful jobber is, and will 
be, the jobber who makes a profit on 
his gallonage. You must justify your 
economic value in marketing petrol- 
eum. The successful jobber is the one 
who, through efficient organization 
and operation, develops volume at low 
cost.” W. J. Gerwe, special representa- 


tive, central region, Socony Mobil Oil 
Co. 


(CIn the years ahead, individual in- 
itiative will play an even more im- 
portant part in the success of each oil 
company. Sources of raw material are 
changing and competition in the mar- 
keting of products is becoming even 
keener . . . There is certainly a tre- 
mendous opportunity for any small 
company to prosper if it meets the 
test of service and efficiency.” G. S. 
Patterson, president, Buckeye Pipe 
Line Co. 


6¢ Economic progress, whether of a 
business and the people in it or of the 
country as a whole, depends in the 
final analysis on the kind of job that is 
done for customers. Business is good 
and progress accelerated when the 
customer is offered outstanding value 
for his dollar and hence encouraged to 
buy. If he refuses to buy, jobs and in- 
come go down.” H. H. Curtice, presi- 
dent, General Motors Corp. 


. economic progress . . 


. new paths 
. & great 


¢ The Department of Justice has lost 
its share of cases, and some of these 
have been in the petroleum industry. 
In many cases, however, we feel that 
the battle has not been in vain. While 
some suits were dismissed, the public 
exposure of actions bordering on the 
unjust and the inequitable seems in 
some cases to have brought about 
abandonment of the practices.” Victor 
R. Hansen, assistant attorney general, 
Department of Justice. 


GCwine is excellent hydraulic brake 
fluid because of the alcohol. But raki 
(a kind of plum brandy) is too 
strong.” An Albanian chauffeur, 
quoted in the New York Times. 


GCLet us forget insult your supplier 
month and get down to a really serious 
consult your supplier basis—and don’t 
limit it to any one month.” F. H. 
Meeder, president, Richfield Oil Corp. 
of New York. 


(CI think you will be shocked, as I 
was, to learn that there are no more 
skilled craftsmen on the job today than 
there were five years ago. Even more 
shocking is the lack of interest which 
our young people have lately shown 
in the craftsmen occupations.” James 
Mitchell, Secretary of Labor. 


NPN’‘s Saying-of-the-Month: 





AUTO MAKERS are bringing cars to 
life by building “personalities” into 
them, says Harper’s Magazine editor 
Eric Larrabee, writing about Ford’s 
Edsel. 

Research shows some cars have 
grown personalities by themselves, 
says Larrabee: 

“ ‘Most luxurious, flashiest, resented 
by some, increasingly appeals to new 
rich of deprived origins.’ It could only 
be Cadillac . . . ‘Sales leader, stable and 
responsible, with high trade-in value 
and universal service facilities.’ Chev- 
rolet. 

“What kind of person would likely 


own a Mercury? Ford Motor Co. 
people conducted a survey. The an- 
swer was often ‘racing driver’ or 
dance-band leader. ‘Buick is the ‘doc- 
tor’s car.’ 

“All right, what kind of a person- 
ality would they manufacture for the 
Edsel? They decided to make it brash, 
ambitious, highly visible. Its creators 
summed it up in a single phrase: ‘The 
smart car for the younger executive 
or professional family on its way up.’ 

“They better watch out—a pinch 
too much of brashness and the thing’s 
liable to wheel around and run them 
down.” 
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Want more heating oil sales? 


Then try this formula... FUEL OIL+ FOA-2 = 
sludge-free systems, consumer satisfaction 


Really satisfied fuel oil customers— 
industrial or home-heat—are those 
whose heating systems function effi- 
ciently month in, month out. No costly 
downtime for tank entry to clean out 
sludge for industrial users. No clog- 
ging of the system, no additive-caused 
ash deposits to hamper electrical con- 
trols for consumers large or small. 
Du Pont Fuel Oil Additive No. 2 
minimizes these difficulties—even 
cleans out systems already near the 
fouling point because of sludge. FOA- 
2 disperses sludge in fuel oil, holds 
tiny particles in fine suspension and 
prevents sludge accumulation. 


FOA-2 is ashless 

FOA-2 being a nonmetallic additive, 
burns completely, leaving no ash to 
interfere with the operation of igni- 
tion and stack controls. Because of this, 
it does not contribute to chimney de- 
posits and the possibility of puff-backs. 

For best results, Du Pont FOA-2 
should be added to freshly prepared 
stocks at the refinery. Small amounts 
are enough to protect most stocks from 
sludge... 
prevent nozzle and filter fouling ... 
and keep the burner system clean. 


insure cleaner burning ... 


In this way FOA-2 keeps burners 
burning, keeps customers satisfied. 


New FOA-2 booklet 
Write for a copy of our new booklet 
on FOA-2 just off the press. It is amply 
illustrated and gives information 
about physical properties, applica- 
tions, performance data and methods 
of addition. 


GU PONT 


REG y. 5. Pat OFF. 
Better Things for Better Living 
- « + through Chemistry 


Petroleum Chemicals 
E.1. DUPONT DENEMOURS & CO. (INC.) e Petroleum Chemicals Division » Wilmington 98, Delaware 
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Now...STEP AHEAD OF 
COMPETITION...Make your 
Lubritorium an “invitation to 
new business" with 


Lincoln 


Lubreels 


There are three clear-cut reasons why Automotive Service 
Dealers, coast-to-coast, will find these new Golden Standard 
Lubreels a powerful influence for greater service sales volume 
...first, the exclusive feature of air-power actuation, plus 
smooth, uniform retraction makes it possible to handle more 
lubrication jobs with far greater efficiency than can be 
accomplished with conventional equipment; second, revolu- 
tionary functional styling commands customer attention and 
confidence in the dealer and his service; third, installation is 
simplicity itself and maintenance is the lowest ever recorded 
for similar equipment. 

When you are ready to make your lubritorium a proven 
“Invitation To New Business,” contact your local Lincoln 
Sales and Service Wholesaler. He will consider it a privilege 
to serve you. 


Write for new Lincoln Catalog 57, 
or contact your Lincoln jobber. 
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TO INCREASE 
SERVICE SALES 














| to) ae OF: Dae 87-3 -e 
Service Stations 
and Garages 


All these Exclusive golden 
standard features at no 
extra cost... 


1, ULTRA-MODERN STYLING—Vertical-flo styling of Lubreel 
cabinets, plus end panels richly trimmed in gold tone and heavy 
chrome assure maximum showmanship and resist collection of 
dust common to conventional design reels. 

2. ADJUSTABLE RETRACTION SPEED—Equalized pressure 
control on air-powered reels permits adjustment of tension to 
meet operator’s personal preference. (Air cylinder consumes only 
one cubic foot of air per 40 complete withdrawls of hose assembly) 
3. SMOOTH, EASY OPERATION—Lubreels unwind smoothly 
and evenly—no build-up in back pressure. 

4. POSITIVE LOCKING ACTION—Automatic reel latch as- 
sures automatic lock when reel-out is stopped. Releases instantly 
with short pull on hose for controlled, uniform retraction or 
further extension. 

5. AUTOMATIC SAFETY LATCH—Locks air-powered reels 
when air. pressure is turned off either at compressor or in air line. 
Prevents hose from unreeling on floor causing accidents and 
damage to meters and valves. 

6. ADJUSTABLE HOSE EXTENSION—Threaded rubber ball- 
stop coupling between delivery hose and hose extension permits 
extension to be varied in length to meet ceiling height requirements. 
7. EASY INSPECTION AND ADJUSTMENT—Each Lubreel 
incorporates a removable panel so that inspection or adjustment 
of reel mechanism can be quickly made without taking Lubreel 
off ceiling and then re-installing it. 

8. FAST, SIMPLE INSTALLATION—To install, merely bolt 
mounting rails to ceiling or wall and attach Lubreels for each 
service to rails with two bolts (furnished)—no sub-base required. 


LINCOLN ENGINEERING COMPANY 
*Trade Name Registered et P 


A 


...The most trustworthy name in Lubricating Equipment 
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| How Standard helps your tax dollars buy ) 


3 miles of superhighway for the cost of 2 





a 


Asphalt can save billions of dollars on the 41,000 miles of superhighways the 
U.S. will build in the next 15 years 


Heavy Duty Asphalt Costs 20% to 50% Less Than 
Other Pavements. This means extra miles of superhighways 
for your tax dollars... smoother, more enjoyable miles, too. 
Safe, skid-resistant asphalt cuts down headlight and sunlight 
glare, makes lane markers easy to see. 


To help bring you more miles of superroads faster and at 
lowest cost, Standard* operates nine asphalt refineries across 
the nation. Our scientists work with highway engineers on 
improved construction methods and the kind of low-cost 
maintenance that can make asphalt highways even better — + 7prough Standard’s wholly owned subsidiary, 
and stronger after many years of service. American Bitumuls and Asphalt Company 


ag STANDARD OIL COMPANY OF CALIFORNIA 


plans ahead to serve you better 


over 50,000 miles of new and 
improved highways by 1970 
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Ready now-new catalog 


describing Buckeyes complete line 
of refueling equipment for... 


overwing refueling... 


Also No. 8385 Non-Drip Oil Servicing Nozzle 
No. 9162 


Overwing Fuel 
Servicing Nozzle 


No. 4092 
Underwing Fuel 
Servicing Nozzle 


underwing refueling... 


Also No. 8718 Aircraft Pressure Fuel Servicing Adapters for underwing refueling 


No. 4092 FC 
Underwing Fuel 
Servicing Nozzle 


hydrant systems 


No. 13200 Hydrant E Val d Adapter f tomati t-off i 
y¢oran mergency Yaive an pter tor automatic shut-o service No. 10938 


Hydrant Valve 


No. 4096 
Hydrant Adapter 





SS 


BUCKEYE IRON & BRASS WORKS N 
Box 883, Dayton, Ohio 


Get your free copy of Buckeye’s new catalog prepared espe- 
cially for aircraft refueling. It’s available now! 


NAME 
QUALITY PRODUCTS COMPANY 
FOR THE AVIATION INDUSTRY TiTle 


These and other Buckeye aircraft refueling valves — 
ere described in full in our new Aircraft Catalog. 

















| 

| 

| 

city ZONE STATE | 
wl 
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Is the Nationwide First Choice 
Never before has a se lighting fixture captured a3 


the imagination of the service station operator 
like the Royal-T has in the 18 short months since 
it was introduced by Guardian. This new con- 
cept in island lighting delivers more usable light 
... actually utilizes light instead of merely trans- 
mitting it. It is the first ‘fixture specifically de- 
signed to use the extra output of the new RS 
lamps’. . . a fixture that does the dual job of both 
island lighting and area lighting. 


Equally important to the station operator, the 
’  Royal-T is unmatched in beauty. Everything Get the whole story on 
"about it has the inherent good looks that accom- _ this 7 
pany truly functional design. The industry knows p Aor gr ea od 
there is only one Royal-T fixture... that only or continuous)... .esvite 


Guardian makes it. m1 a 
GUARDIAN light-commany 


J 
SOO NORTH BLVD. OAK PARK, ILLINOIS 
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Only Continental 
offers you 


Steel containers 
for hard-to-hold 
products 


Your chemical, paint and petroleum products 
travel with greater safety in Continental’s ex- 
clusive Perma-Lined steel containers. That’s 
because specially-formulated Perma-Lining 
enamels are airless hot-sprayed and baked right 
in the formed container. Every last inch of in- 
side surface—even side and bottom seams—gets 
complete uniform coverage. 

In addition to product protection, Perma- 
Lined containers give you eye-catching lithog- 
raphy by Continental craftsmen. And, if you 
ever need research or engineering help, it’s avail- PERMA-LINED CONTAINERS TO FIT EVERY PRODUCT 


able as part of our steel container service. Perfected by Continental’s Research and Development Center in Chicago 
Let Continental’s Perma-Lined containers —and backed by our vast experience in all types of metal packaging— 


Perma-Linings are available to fit almost every chemical, paint and 
work for your hard-to-hold products. Call soon. petroleum product. Moreover, we are prepared to develop new Perma: 
Linings for your special use. 


Perma-Linings available 
reser deokinad drums C CONTINENTAL 
and lug cover pails 

EC CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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More than 300 quarts per minute of Wolf's Head Motor Oil are filled using 20-Pocket M&S Filler. 
Another M&S Filler shown in background fills 5-quart containers. Installation located at Oil City, Pa. plant. 


Why FMC-MeS OIL FILLERS are known as 


“Standard of the Filling Industry” 


Actual comparison testing proves that M&S Positive Displacement Type 
Fillers provide the most profitable combination of the four “most wanted” 
filler features: 


1. 


High Accuracy. Exclusive pre- 
measuring principle of M&S Fil- 
lers insures consistent close-toler- 
ance filling for higher case yield 
per batch of product. 


. Low Maintenance, Rugged con- 


struction and precision engineer- 
ing of M&S Fillers assure long 
life and dependability under the 
toughest, heaviest production 
schedules. 


. High Speed Operation. The M&S 


line includes fillers in every speed 
range — equalling the speed of 
latest closing machines — with no 


sacrifice in accuracy. Built to han- 
dle U.S. quarts, Imperial quarts, 
5 quart and gallon containers. 


4, Waste-Free Filling. Such FMC Your FMC representative 
“firsts” as the precision “No can will gladly show you which 
—No fill” mechanism assures pre- M&S Filler Model is best 
vention of product waste. Addi- suited for your oil filling 
tional features that are available requirements. Won’t you 
include the combination chute- call him today? Or write 
belt-worm timer for gentle han- for new M&S Oil Filler 
dling of lithographed cans, Bulletin No. CMD-701W, 
banked can track for high-speed free on request. e 
operation, and many other fea- 
tures that make M&S Fillers tops 
for fast, accurate filling. 





FOOD MACHINERY 
AND CHEMICAL CORPORATION 


Canning Machinery Division 


General Sales Offices: 
WESTERN: SAN JOSE, CALIF. + EASTERN: HOOPESTON, ILL. 
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These are the record-breaking figures racked 
228% GREATER RESISTANCE up by new B-228 Process covers on BOSTON 
TO SUN DAMAGE an pn Hose. hay a svc 
0 research, thus attacks the cause 0: 

212% GREATER RESISTANCE | coo of O. S. & D. Hose failures. 
TO ABRASION Without question, Boston O. S. & D. Hose can 
207% GREATER RESISTANCE sharply cut your hose replacement costs. For 
TO TEARING full details, ask your nearby BOSTON dis- 

tributor or write direct. 


BOSTON WOVEN HOSE & RUBBER COMPANY 


i={eh-geel, DIV. OF AMERICAN BILTRITE RUBBER CO., INC. 


BOSTON 3, MASS. 


Se F&F F&F & 


INDUSTRIAL HOSE BELTING V-BELTS PACKING MATTING TAPE 
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we asked 
truckers 
what they 


wanted... 


and here’s what : ¥ 
they got in the a a a 
Reo Gold Comet V-8! Ps : 


An all truck built V-8 engine that’s up to 
45% more efficient than engines of 
comparable and even greater displace- 
ment. With its ‘‘wet-sleeve’’ construction 
it’s the only V-8 engine of its kind for 
unlimited engine life. Replaceable cylin- 


ders make any number of overhauls by me dublniaten dial atl fiters 





practical . . . cutting downtime and ae at just that. By- 
maintenance costs in half. A good thing _. and -full-filtering’ reduce _ 
to remember in selecting the “Big V” toh aa = ae ew Joontfesrns ‘ 
that’s truly designed throughout—not “= features such is Reo’s 
“warmed over’ and “beefed up’’—to “> temp re stabi! 
handle today’s bigger trucking burdens. eae 4 cy A 


~ 





REO DIVISION tansie 20, micnican & 
THE WHITE MOTOR COMPANY | 





“i us a choice of fuels! 


And > does that today in either gaso- 
line or liguid propane engines. Each 


mpletely ineered to the require- 
we in ment of the spieific fuel. 


of comparable and ¢ 
ijment .. . and atigov 
*Ask us to prove it! 


sleeve’’ V 
Comet truck’ ¢ 
are availablé ted 
spirited, sip 
sponsive 


P49 M longer life 
~ with less maintegance! 


Reo engines, avtifelizaited working life. 
és’ make any number of 
, eliminate boring 





All over the country- the 


R. W. Buck, R. W. Buck Garage, 108 
North Beacon, Dallas, Texas: “‘Got to 
admit Auto-Lite has something good in 
that Power Tip Spark Plug. I had my 
doubts at first, but since trying them 
I’ve been sold. Putting a lot of them in 
GM and Ford cars now.” 


Harvell D. Akins, Akins Shell Service, 
California & Main, Royal Oak, Michi- 
gan: “We first tried Power Tips in 
Buicks. They worked so well we now 
put them in all makes.” 


YOU CAN SEE 
THE BIG NEW 
DIFFERENCE IN 
SPARK PLUGS! 


Ordinary Tip Power Tip 


Power Tip protrudes farther 
into the combustion chamber 
for better ignition. Fuel burns 
more evenly and completely 
to give top performance and 
economy at all speeds. 


Roy Andersen, Andersen’s Garage, 
730 Ellis Street, San Francisco, Cali- 
fornia: ““Everybody says they have the 
best and I didn’t believe what they said 
about those Auto-Lite Power Tip Spark 
Plugs until I tried a set in my car. 
Power Tip’s the best!’ 


Kenneth R. Meis, Six Point Auto 
Electric, 3149 North Willamette Blvd., 
Portland, Oregon: “A lot of people 
think Auto-Lite Spark Plugs are made 
just for Chrysler products, but I found 
out differently when I put a set of 
Power Tips in my car. That did it. I’ve 


George K. Bodiey, Service Manager, 
J. Je Conroy, Inc. (Dealership), Doyles- 
town, Pennsylvania: “We service all 
makes of cars and we carry all three 
makes of spark plugs, but for both 
town and country driving Auto-Lite 
Power Tip is really tops!’’ 


Bud Hudson, Maryland-Warren Auto 
Electric, Maryland & Warren, Detroit, 
Michigan: ‘‘My first experience with 
Power Tip was mighty convincing. My 
customers were so well pleased with per- 
formance and gas mileage they are still 
sending me new customers!”’ 


been sold on Power Tip ever since.” 


The reason: Power Tip “fires up” today's higher 
horsepower engines to peak performance and 
economy at all speeds! 


Every dealer on this page has plenty of good reasons for recommending 
and installing Power Tip in overhead-valve engines. 


These dealers know that at low speeds the projecting Power Tip gets 
hot fast, operates hotter to burn away fouling deposits which impair 
engine performance in city driving. At high speeds, the Power Tip is 
actually cooled by the richer air-fuel mixture to check costly and danger- 
ous high-speed pre-ignition caused by overheated spark plugs. 


But most important of all, these dealers know from experience that 
Power Tip pleases customers and results in repeat sales. And that adds 
up to money in the bank! 


You need only nine Power Tip numbers for complete coverage of all 
these cars: Buick, Cadillac, Chevrolet, Chrysler, De Soto, Dodge, 
Hudson, Ford, Imperial, Lincoln, Mercury, Oldsmobile, Nash, Packard, 
Plymouth, Pontiac, Rambler, Studebaker. 


Stock up on Power Tip . . . available with or without resistor in both 
14mm. and 18mm. You'll find it’s good business to recommend them 
exclusively for overhead-valve jobs. 





W. M. Underwood, Underwood’s 
Texaco Service, 4290 Peachtree Road, 
N. E., Atlanta, Georgia: ‘Power Tip has 
conquered the low-speed fouling prob- 
lem for many of my customers. I’ve had 
such good results I’m now selling Power 
Tip 100%.” 


Paul J. Brugger, Paul’s Garage, 2535 
Honolulu Avenue, Montrose, California: 
“T have a lot of customers who drive 
slowly around town all week and then 
hit the open road on week ends. A lot 
of them had fouling troubles until I 
started installing Power Tip. Power 
Tip is great.” 


John Rotunno, Rotunno Garage, 2332 
W. Harrison Street, Chicago, Illinois: 
“I used to play it safe and put in the 
original equipment make. But lately 
I’ve been pushing Power Tip across 
the board.” 


John Dahi, East Side Ignition, 216 E. 
Cermak, Chicago, Illinois: “I’m real 
fussy about satisfying my customers so 
I always carry all three makes of plugs, 
but I’m pushing Power Tip simply 
because it does the job better than any 
other make.” 


G. L. Anderson, Anderson’s Union 
Service, 1250 Huntington Drive, Duarte, 
California: “I’ve got to hand it to 
Auto-Lite—they have come up with 
the best spark plug on the market today 
—Power Tip. I’ve never had a come- 
back from Power Tip—and I’m putting 
them in all makes of cars.” 


Harry Teasdale, Washington Avenue 
Service Station, Garden City, New 
York: “High speed or low speed—any 
speed—anywhere—this new Auto-Lite 
Power Tip Spark Plug works well in 
GM, Ford . . . well, all makes of cars.” 


ORDER FROM YOUR WHOLESALER TODAY! 


AUTO-LITE. 


SPARK 


to POWER TIP 


Olin L. Simpson, Simpson’s Auto 
Service, 3263 N. W. 17th Avenue, 
Miami, Florida: ‘Having a set of Power 
Tips in my own Oldsmobile, I can 
understand why customers to whom I 
have sold Power Tips are sending their 
friends to me to change to Power Tips.” 


PLUGS WITH 


POWER TIP 


Auto-Lite makes a complete line of spark plugs, including Standard, Resistor, Small-Engine, Transport, Aircraft, and Diesel-Starting. 





“How'd those last five loads 
of J&L drums come in, Joe?” 


“Checked ’em all with the drop 
light, Boss. Clean as a whistle... 
never saw a better lining job.” 


Jones & Laughlin 


STEEL -..@& great name in steel 


e J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems. 


e J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


e J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 


e Precise fabrication and cor- 
rect specification of fittings 
and closures. 


¢ Prompt dependable delivery 
from nine plants. 


Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N.Y, 
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You get a 
balanced program 


with a DUNLOP 
franchise 


To a man... Petroleum Marketers who sell the Dunlop 
line will tell you that a Dunlop Franchise is the SUREST 
way to build volume tire sales. 


That’s because Dunlop’s entire Petroleum Marketers’ Pro- 
gram is balanced and coordinated to help you produce 
maximum sales and profits. In fact, from research... 
through manufacture and distribution...to national and 
local advertising ...to sales, Dunlop puts major emphasis 
and full support behind each and every factor leading to 
PROFITABLE sales. Right down the line, Dunlop’s effort 
and assistance are “balanced” to provide steady, year- 
round sales... strong, steady growth for the Petroleum 
Marketer selling Dunlop. 


Tire balance, too, plays an important part in sales. Backing 
the dealer program is the freshest, most powerful national 
advertising campaign in the industry today...“Safer, BET- 
TER-BALANCED Tires Through Atomic AccuRay.” 
Based on fact, not fancy, it’s sweeping the country, exciting 
consumer interest...turning tire prospects into Dunlop 
customers. As a result... Dunlop Dealers are well on their 
way to their BIGGEST sales year. 


Look into the Dunlop Franchise...see how Dunlop’s 
modern merchandising policies are tailormade to fit 
YOUR local operating conditions. There’s MORE for 
YOU in a Dunlop Franchise. 


You're always a STEP AHEADWwith PTT AT LOP 


DUNLOP TIRE and RUBBER CORPORATION, BUFFALO 5, N. Y. 
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DEALER 
PROFIT 
$5,400,000 


MARKET NEARLY 


cw olele mele) e 
RIGHT NOW 
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pyramids your dealers’ 


Sales and profits 


Fram Canada Ltd., stratford, Ont. 
° t 


Join the swing to FRAM—for greater volume~ 
greater profits—and the best 
in production and merchandising. 


REMEMBER 


FRAM FILTERS BEST 
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Big fam 


Man 


on 
Campus 


Just two blocks from the University of Maryland campus, 
Shell Dealer Jim O’Connor cashed in on the college market... 
doubling business in less than a year. 


“Let’s get the college traffic!” This is how Jim O’Connor and 
the Shell merchandising man summed up the market. It was 
January 1, 1957, and Jim had just taken over the Shell 
station on Baltimore Boulevard in College Park, Maryland. 

With Shell’s help and advice, Jim planned an A-1 college 
promotion. First he went to work establishing himself as 
Maryland’s top fan. He advertised in all the college sport 


NATIONAL PETROLEUM NEWS + November, 1957 





programs. Before each game, he decorated his 
pickup truck and station windows with banners 
cheering the team on. In addition, he advertised 
in the college newspaper, yearbook and on the 
college radio station. The crowded university 
parking lots were good hunting grounds for 
advertising “‘specials” on windshield cards. . . 
about 25,000 cards’ worth! 

The payoff came fast. Gallonage started 
zooming. A waiting lime formed for Shellubrica- 
tion. Today, Jim employs eight men in two 
shifts to handle the traffic. Most of them look 
like they might be going to the college . 
three of them actually are! 

But the college crowd isn’t the only crowd 
at Jim’s station. When he opened, Jim made a 
strong pitch for the local motorists’ business. 
He sent out cards and rang doorbells—inviting 
them to come in and try his Shell service. Now, 
there’s a whole army of local car owners that 
regularly patronize Jim’s station. 

And when it came to bringing them back 
again and again, Jim put the Shell plan to work. 

From the very first day, he’s followed the 


entire Shellubrication system to the letter... 
from the exclusive customer receipt form, 
through the accurate follow-up system, right 
down to the monthly reminder mailings. It’s 
worked like a charm! 400 regular Shellubrica- 
tion customers, so far. And the average lube 
job ticket runs over $15! 

When Jim’s men aren’t busy doing Shell- 
ubrication, they’re busy learning more about 
car maintenance. They’ve all been through the 
Shell Advanced Retail Training Center .. . 
some have been back for brush-up courses. 


Add to this the customer convenience of the 
Shell Credit Card, Shell’s Free Touring Service 
and Shell’s Home-Clean restroom program— 
put them in the hands of a businessman like 
Jim—and you’re going places fast! 

Since taking over, Jim has doubled gallonage, 
doubled his TBA sales, doubled the number of 
credit card customers and sliced the oil ratio 
from 1 to 80 to 1 to 61. 

No doubt about it. Jim gets an “‘A”’ for effort 
and results! But, as Jim himself has said, “It’s 
a lot easier when you’re partners with Shell.”’ 


is ~ :, ae | 


Shell district salesman, Russ Chea- 
tham, gives Jim the story on Shell’s 
new X-100® Premium Motor Oil. 


Shellubrication charts make Jim’s 
men experts on every make and 
model car. 


Jim’s campus service includes 
pickup and delivery of the stu- 
dents’ cars. 


It pays to be a Shell Dealer 
—and the Shell office nearest you will be glad to show you why 
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Step in...NEW "58 


NEW TILT CAB TRUCKS. . . lowest-priced * Tilt Cab line in 
America! Six new series, up to 60,000-lb. GCW, are 
typical of the wide choice in Ford’s heavy duty line. 





*Based on a comparison of ufacturers’ suggested retail prices 


(Background) NEW TWO-TON stake 
with your choice of Short Stroke 
Six or V-8’s. 


NEW ‘58 FORD PICKUP. Modern Style- 
side body is as wide as the cab and 
standard at no extra cost! 


Step ahead...wich ai 


Meet America’s newest, most modern trucks—Ford for 58! NEW CAPACITY! Extra-wide Styleside pickup 
Discover the new advances in this pace-setting line. See the impor- bodies have up to 41% more loadspace than 


4 thers . . . bi loadspace dollar! 
tant advantages that help you do your job better and at lower cost! ‘ aa E= : 
NEW SAVINGS! Only Ford offers this modern, 
Then match your specific requirements against Ford’s over 300 extra-capacity pickup body at no extra cost! 
new models. Whatever your need—from half-ton pickup to heavy NEW EASY RIDE! Scientific Impact-O-Graph 


aoe ’ it! ’ ride tests prove amazing superiority of Ford 
duty tandem—Ford’s got it! And you’ll get a truck that costs you otek anmndlitee pldkee—a ds uli 


less to own, less to run and lasts longer, too. close to that of a car! 


So see your Ford Dealer today and step ahead with America’s 94 POWER! _ agai po rugged 
most modern truck—built modern to cost you less. Siihs cxedaeny te in teadta— 








’58 FORD TRUCKS—FIRST WITH THE FEATURES THAT COUNT! 
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TRUCKS 














thatS new...costs less, too! 


WEW SAFETY! “Safety Vision’ dual head- 
lights . . . Lifeguard steering wheel. . . 
double-grip door locks, standard equipment 
on Ford trucks! 


NEW "FINE CAR” CONVENIENCES! Ranchero 
offers all power assists, including power 
windows. You can even get factory-installed 
air conditioning at Ford’s low prices. 


NEW COMFORT! Only Ford truck Driverized 
Cabs have this comfort combination: woven 
plastic upholstery, non-sag seat springing, 
suspended pedals and weather-protected 
inboard steps. 


NEW TILT CAB SAVING! Hundreds of dollars 
less than other Tilt Cabs . . . America’s 
lowest-priced * Tilt Cab line. 


The big fleets buy more Ford Trucks than any other make! 


FORD TRUCKS COST LESS 


LESS TO OWN... LESS TO RUN... LAST LONGER, TOO! 
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THE GILBARCO ROTO-PRIME 


GUARANTEES MAXIMUM OPERATING EFFICIENCY 


The only pump designed exclusively for petroleum han- Before you buy any pump, check these 
dling jobs, the Gilbarco Roto-Prime has a capacity range important features. You'll Sind no 

of 50 to 1500 G.P.M., with heads up to 160 feet. The other pump can compare! 
Roto-Prime can prime an absolutely dry 4-inch line in _® Positive self-priming on suction lifts 


approximately two seconds per foot of suction pipe peo er a against discharge 


without initial manual priming. Suction lines can be  e Efficient volute design 
evacuated against back pressure up toeight pounds p.s.i. © No gear reductions; operation at 
standard motor speed 
® No air reservoirs or relief valves 
® Designed for outdoor service without 
secondary covering 
®@ Mechanical type seal for trouble-free 
operation 
® Motor oil lubricated; minimum 
maintenance 
© Ball-bearing equipped for long wear 
and smooth, quiet operation 
® Dynamically balanced impellers. 


Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES: 


Full Priming — With Partial Priming — As Neutral — When all air and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- Gilbert & Barker 
the priming pump underside of the slide, tral . . . where it remains Manufacturing Co., 
in full pumping po- moving it upward to- until air and vapor again West Springfield, 
sition. ward neutral. appear in the system. Massachusetts 


Toronto, Canada 


NATIONAL PETROLEUM NEWS + November, 1957 





LITHOGRAPHY 


ENGINEERING 


PRODUCT RESEARCH 


THEY’RE ALL PART OF 
QUALITY CONTROL 


...and Quality Control at NATIONAL CAN 
doesn’t stop at our plant — it safeguards your 
product throughout its shelf life! It is our 
interest in YOUR manufacturing and processing 
that sparks “Quality Control” throughout 

every department at NATIONAL CAN. Why 

not let us survey your needs — you'll see 


; CLOSING how much more you get from 
» MACHINERY NATIONAL CAN. 


ms 


DESIGN ne RESEARCH DEVELOPMENT 


NATIONAL CAN 


Cc’ Oo R F*. @ 2 A 2. @ 
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Eaton 
2-Speed 
Axles 
keep trucks 
YOUNG! 


MORE THAN 

TWO MILLION 

7 wage), By.) <i 

IN TRUCKS TODAY! 


Add Extra Thousands of 
Low-Cost, Trouble-Free Miles 


Drivers of Eaton 2-Speed Axle trucks select from 
double the conventional number of gear ratios— 
pick the gear ratio best suited to road, load, and 
traffic conditions. Using the RIGHT gear ratio for 
every condition permits engines to run in their 
most efficient and economical speed range—re- 
duces stress and wear on engine, transmission, 
and the axle itself. This reduction in stress and 
wear keeps trucks on the job and out of the shop, 
cuts operating and maintenance costs, and adds 
thousands of miles of low-cost operation to the 
life of the truck. Whenever a hauling job requires 
the combination of pulling power and speed, 
trucks equipped with Eaton 2-Speed Axles do the 
job quicker at lower cost; they stay YOUNG 
longer—and are worth more when traded in. 


AXLE DIVISION 


EAT Gi MANUFACTURING COMPANY 
CLEVELAND, OHIO 


GB. PRODUCTS: Engine Valves » Tappets« Hydraulic Valve Lifters » Valve Seat Inserts « Jet Engine Parts « Hydraulic Pumps 
Motor Truck Axles * Permanent Mold Gray Iron Castings * Forgings « Heater-Defroster Units « Automotive Air Conditioners 
Fastening Devices * Cold Drawn Steel» Stampings * Gears « Leaf and Coil Springs» Dynamatic Drives, Brakes, Dynamometers 


36 
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OL FOR TO-DAY AND TO-MORROW 


PETROLEOS  MERICANOS 
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BLUE -EYED NURSES 


want Delco Batteries! 


And they’ve got inside information from doctors, who also prefer Delco. In fact, the 
surveys of three leading national publications proved that all America names Delco 
as its No. 1 battery preference. For very good reasons, too. A Delco battery not only 
offers the freshest power money can buy but is also backed by a General Motors 
warranty good all over the United States and Canada. Stock Delco, and see how 
profits take a turn for the better—even if a nurse never comes near your place. 


distributed nationally by 


OM Vie ss General Motors leads the way—Starting with Delco Batteries 


ON CBS RADIO—LOWELL THOMAS NEWSCAST * ON €BS-TV—“HIGH ADVENTURE WITH LOWELL THOMAS.” asa 
recwse cane 
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OUR SEVENTH 
ANNUAL SIGN CLINIC 
WAS A HUGE 
SUCCESS 


ye ee” to You! 


EASTER ee 


pew CO 8 6 oo 8 nt 8} 
Knoxv ille,Tennessee 





ROCKWELL oeoaand all 


ROTOCYCLE vaaagerne 
METERS 


with New Crank Control — things that 


The rotor in these meters is now controlled by a simple 
coordinated linkage. The new design does not alter the 
proven “floward” operating principle. It does enhance 
performance by providing the advantages of increased 
capacity, fewer parts, permanent timing and quiet oper- 
ation. These rotors are interchangeable with rotors in 
earlier model Rotocycle meters. 


No. 400 Rotocycle 

Shown with printing register. 
All other registers available. 
Made In cast iron or cast steel. 
Normal capacity range 80- 
400 gpm. 


No. 600 Rotocycle 

Shown with large reset regis- 

ter. All other registers avail- 

able. Made in cast iron or cast | . 2 

steel. Normal capacity range 0 tigre AIR ELIMINATORS 
120-600 gpm. z 





Rockwell air eliminators are engineered 
to remove all entrapped gases in the 

| liquid before they reach the meter and 
adversely affect accuracy. In-line con- 
nections simplify installation. Unit 
assembly of all working parts eases 
routine muintenance. 


No. 1000 Rotocycle ~ 


Shown with non-reset register. 
All other registers available. 
Made in cast iron or cast steel. 


Normal capacity range 200- 


—— ROCKWELL 


PITTSBURGH 8, PA. Atlanta Boston Charlotte 
Chicago Dallas Denver Houston Los Angeles 
Midland, Tex. New Orleans New York 
N. Kansas City Philadelphia ~— Pittsburgh 
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these Rockwell Accessories 





your metering more profitable 


make your meters go—that improve measurement 


STRAINERS 


ANGLE STRAINER 


Both types of strainers prevent for- 
eign matter in liquid from damaging 
the meter. Both have large effective 
screening area and the economy of 
re-usable O-ring cover gaskets. 


Angle adaptors are used for ease of 
reading when meters are installed 
below ground, such as in airport pits. 


MANUFACTURING CO. 


San Francisco Seattle Shreveport Tulsa 


In Canada: Rockwell Manufacturing Company 
of Canada, Ltd., Poronto, Ontario 


RATE LIMIT VALVES 





These valves are designed for use at 
meter outlets to control maximum flow 
rates and thus prevent over-speeding. 
They also have utility in providing 
equal distribution of liquid through a 
line of meters. 


REGISTER 


EXTENSIONS 


Register extensions 


ing rack platform or 
underground. 


SWIVEL ADAPTORS 
(Not Illustrated ) 
These adaptors permit the meter reg- 
ister to be rotated through a 360° turn 
for easy reading from any angle. 





REMOTE REGISTRATION 
SYSTEMS 





RECEIVER 
This remote registration system 
permits centralized control over 
all metering operations. It trans- 
mits meter registration from a 
remote location, such as on a 
loading rack, directly to a receiv- 
ing register of the printing type 
by synchronous electrical impulse. 
The transmitter is mounted atop 
the meter at the point of measure- 
ment. Its matching receiver is 
mounted in a central control office. 


AUTOMATIC QUANTITY CONTROL VALVES 
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Multistage type, for smooth non- 
shock shut-off of predetermined 
volumes of liquid. An invaluable 
aid when topping off loads or 
processing with liquids. 





ARO has everything 


AL-207 PUMP... 


whether you do 50 or 500 lube jobs 

a month ... you'll find AROLUBE 
equipment unbeatable for your needs! 
ARO lubricators are powered with / 
the amazing AL-207 Pump... uses /, 
less air to pump more lubricant. 


SEE YOUR AUTOMOTIVE 
WHOLESALER NOW FOR DETAILS. 








FEEESESESES OM 


WARRANTED FOR 3 
YEARS OR 10,000 
LUBE JOBS! 





ARO warrants the AL- 
207 Air Motortobefree 
from defects in work- [fm LUBRICATING 
manship and materials f § nibs 
for 10,000 lube jobs or / 
3 years, whichever oc- 
curs first, from date of 
purchase. 


es 
Wie ie ae ae ae ooo ot te he ae 
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COLORS 


FOR PETROLEUM 


IN FLUID FORM 


DYE CONCENTRATES* 
by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 
REDS BLUES 
PURPLES GREENS 


YELLOWS BLACKS 
BROWNS ORANGES 


FLUORESCENT COLORS 
FOR CLEANER EASIER COLORING OF 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 


Automatic Transmission Fuels — Break-in Oils and Greases 


can be prepared . 
to customer MANUFACTURERS OF DYES AND CHEMICALS 
specifications. FOR THE PETROLEUM INDUSTRY 


PATENT CHEMICALS INC. 


Manufacturing Diviston: 335 MeLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Varketing Division: 2410 Carew Tower: Cincinnati 2. Ohio 
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New light-duty Apache—Series 31 pickup 
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New Step-Van—One of three new Forward Control models in Apache Series 


NEW 1958 CHEVROLET TRUCKS WITH 


Just look at all they offer 

that's new and better... and 
you'll see why these new Chevies 
are the fleetest, sturdiest, 
handsomest dollar-savers yet! 
Meet Chevrolet for '58! 


THREE NEW MODEL LINEUPS! 


It’s the biggest, most versatile Task-Force fleet yet 
—with an appetite for work to match! Every 
model sports fresh, broad-shouldered styling. And 
there’s new hard-pulling power in every weight 
class, too—from the handy, handsome pickups to 
strapping tandems with GCW ratings all the way 
up to 50,000 Ibs. 

Just name your job. Your Chevrolet dealer will 
gladly name the new Apache, Viking or Spartan 
model to do it faster, easier and more economically 
than any other truck on the road! 


NEW LIGHT-DUTY APACHES 


Nifty, thrifty Apaches—built to outwork anything 
in their weight class—offer three completely new 


SEE THE LATEST EDITIONS OF THE ‘BIG WHEEL” IN TRUCKS— 
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New heavy-duty Spartan—Series 90, L.C.F. model 


New medium-duty Viking—Series 60 cab and chassis 


NEW HUSTLE! NEW MUSCLE! NEW STYLE! 


Step-Vans ‘equipped with walk-in bodies. The 
expanded lineup also includes high-capacity panels, 
pickups and four-wheel drive trucks—with a model 
tailored to take on your most troublesome delivery 
chores. There’s new pep and power in any engine 
you pick, too—whether it’s a 6 famous for economy 
or a short-stroke high-compression V8. 


NEW MEDIUM-DUTY VIKINGS 


Hardy, hard-working Vikings roll in with nine 
brand-new models, offering new cab-to-rear-axle 
dimensions for improved semi-trailer, dump, stake 
and var-type operations. Options available on these 
and most other new models boost GVW ratings all 
the way to 21,000 lbs.—as high as many competi- 
tive heavyweights. Yet you get traditional Chevro- 


let economy from high-compression engines that 
include the industry’s most popular 6’s and V8’s 
packing up to 175 h.p. 


NEW HEAVY-DUTY SPARTANS 


The robust S make hauling history with the 
most revolutionary truck engine in decades—the 
Workmaster V8 with Wedge-Head design. The 
combustion chambers are in the cylinder block! 
Featured in Series 90 and 100 heavyweights, this 
230-h.p. engine achieves a new high in efficiency. 
There’s also an 18,000-lb. rear axle to go with it, 
an optional high-tonnage 9,000-lb. front axle and 
cast-spoke wheels on every model. Look over Task- 
Force 58 at your Chevrolet dealer’s. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 


1958 CHEVROLET TASK-FORCE TRUCKS! 
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BRUNNER 


SINCE 1906 





GARAGES, REPAIR SHOPS, 
SERVICE STATIONS DEPEND ON 














BRUNNER AIR COMPRESSORS to Operate 


CIlEANER DISPENSING PUMP PAI? 





' Let the Brunner Specialist in your 
area help you select a “just right” 
air compressor for your operation 
from the complete Brunner line. 
Horizontal, vertical or remote tank 
jobs for “stop-start” or continuous 
run operation. H.P. range from “% 
through 50. Famous Brunner “slow- 
speed” design cuts wear of moving 
parts for longer life. 


Rely on Brunner for dependable 
compressed air service for all jobs. 


Write for catalog. | 
BRUNNER DIVISION 
DUNHAM.BUSH, INC. 


AIR CONDITIONING + REFRIGERATION + HEATING + HEAT TRANSFER 


UTICA, NEW YORK eT ake Cooma 
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Rheem centrifugally sprayed 
drum linings...a revolutionary 
new development 


Here are the reasons why... 


Rheem-developed spray 
whee!l—This wheel is the secret 
of the revolutionary new lining 
application process now used 
by Rheem in producing lined 
drums. The new Centrifugal 
Sprayer spins off a continuous 
curtain of finely atomized lin- 
ing material at a controlled, uni- 
form rate over all inner surfaces. 


Checks prove unitorm- 
ity! Rheem applied linings 
are checked repeatedly in 
Rheem laboratories with 
super-sensitive film thick- 
ness gages, and in the field, 
time after time, on rough 
and tumble test-trips. All 
checks prove that when a 
drum lining is applied by 
the new Rheem Centrifu- 


Material applied uni- 
formly —Drum after 
drum after drum! Uni- 
form lining thickness, 
controlled to within .1 of 
a mil. Uniform viscosity 
of lining materials with 
lower solvent content. 
Uniform application. 


j 


gal Spray Process, all surface areas are—and stay—com- 
pletely and uniformly coated. This new process is so auto- 
matic, linings cannot vary from one drum to the next. 


YOU CAN RELY ON ) 


No more giobs or skips! 
Uneven linings and “holi- 
days” or skips (right above) 
which are the result of the 
non-uniform application of 
lining materials, air-turbu- 
lence or the human element, 
are eliminated. Linings are 
completely uniform on all 
surfaces (right below). 


Uniform curing! Centrifu- 
gal spraying and the use of 
Rheem’s new vertical oven 
baking make possible a cur- 
ing job never before equaled. 
In these 3-stage high-temper- 
ature ovens, evenly-heated 
air flows vertically through 
the drums, curing linings 
uniformly. And the use of 
lining materials with low 
solvent content results in 
tougher linings that stand 
up better, last longer. 


No trace of blisters or pin- 
holes! In the new Rheem Cen- 
trifugal Spray, no air is used 
and the solvent content of lin- 
ing materials is vastly reduced. 
Air or solvent cannot be trapped 
in the material to cause blisters 
which break during the curing 
process and result in pinholes 
in the linings. 


WORLD'S LARGEST MAKER OF STEEL SHIPPING CONTAINERS 


For full detaiis write: Rheem Manufacturing Co. 


Container Division, 1701 Edgar Road, Linden, N. J. 


Plants and Sales Offices: Richmond and South Gate, Calif. * Chicago + Linden, N.J. * New York ¢ Houston « New Orleans + Sparrows Pt., Md. 
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INLUCITE 21 


OUTLASTS § (-’ 


Ordinary Greases won't wash 


out 


5 to 10 Times 


INLUCITE 21 “stays put”, lets no ordinary 
deterrents like moisture, heavy loads or extreme 
temperatures interfere with its remarkable 
mechanical stability, and adhesion. 

That’s why this unexcelled grease provides more 
dependable, longer-lasting protection for wheel 
bearings, water pumps, universal joints, shackles 


and other grease-lubricated bearings. 


Give it a try! 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants » AVIATION © INDUSTRIAL © AUTOMOTIVE + MARINE 


With Research Comes Quality, With Quality Comes Leadership 
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Where do we go from here... 
and how’, 


YOU CAN'T FORESEE ALL HIGHWAY RELOCATIONS 
-»-BUT YOU CAN PROTECT YOURSELF AGAINST THEM 


Here’s how : Standardize on LUSTERLITE Porcelain Enameled Service Sta- 
tions now. Right away you'll get the advantages of rapid construction, customer 
attraction, and thrifty maintenance. And as traffic patterns change, you will 


cash in on the big bonus advantage of LUSTERLITE Construction: 


LUSTERLITE Stations can be moved... easily, efficiently, econom- 
ically. You can put them where the business is. And as construction 
costs rise, your LUSTERLITE Stations will grow in value. 


For permanent value... LUSTERLITE Service Stations are your best buy! 
CHICAGO VITREOUS CORPORATION = CICERO 50, ILLINOIS 


LUSTIERLITE 


PORCELAIN ENAMELED SERVICE STATIONS 





Choice of P horizontal or 2 vertical 2” 
ports for poth suction and discharge 
simplifie 


No check valves in pump 
suction reduces moving 
parts and maintenance 
problems to a minimum. 


Removabie cover plate 
provides easy access to 
pump casing for inspec- 
tion without disturbing 
pipe connections. 


Rugged close-grained, cast-iron con- 
struction means long life under the 
most difficult conditions. 





Standard mounting fits 512” to 
6” saddie without the use of 
adaptors or ‘‘trick mounts." 


Only Marlow offers you all these features...PLUS — 





1 Low initial cost for this type of pump. 


2 Capacity range from 20 to 75 G.P.M. 
Pump has ability to handle deliveries 
just as fast as companion equipment will 
permit. Input speed is 500 to 700 R.P.M. 


3 No metal-to-metal contact within the 
pump itself eliminates wear and makes 
possible peak operating efficiency 


50 


throughout the entire life of the unit. 


4 Patented diffuser-priming system per- 
mits the pump to reprime itself auto- 
matically. 


5 Compact dimensions... length 14- 
5/16”... height 127%”... width 1014” 
..- make mounting easy. Input shaft di- 
mension 114”, 


Long-life, self-lubricating, seif- 
adjusting ‘‘Remite’’ mechani- 
cal shaft seal eliminates leaks 
and dripping oil. 


Heavy-duty gear box with 
helical-cut gears running in a 
bath of oil reduces noise to 
a whisper. 


Gear box may be changed in field 
from standard 6 o'clock position 
to either 3 o'clock or 9 o'clock 
to facilitate alignment with PTO 
shaft during installation, 


i % 


Rugged ball bearing construc- 
tion provides for long, trouble- 
free pumping life. 


PUMPS 


DIVISION OF 


BELL & GOSSETT CO. 


Midland Park, N. J. 


Morton Grove, Illinois * Longview, Texas 
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This great “ALL PURPOSE” lift 
makes stations more profitable 


The picture above, and one at right, tell a convincing story. 1957 
CADILLAC “Fleetwood” wheelbase 149%” raised on a Weaver Twin 
Post Lift. . . This con not be done on any “frame” type lift: 


1957 “RAMBLER,” wheelbase 108” — also raised on the same Twin 
Post as shown in picture at left. This Weaver Lift has been in service 
over 20 years. Over 50,000 Twin Post Lifts are now in use. 


Performance proves that the 


WEAVER TWIN POST LIFT 
is the best "NUMBER ONE?” lift 
for Oil Company service stations 





A Twin Post will take a Volkswagen or even shorter wheelbase passenger 
cars. It is the only passenger cor size lift capable of handling trucks up to 
8,000 Ibs. per axle regardless of wheelbase (but still in passenger car 
lift price range). 


No car has ever obsoleted the Weaver Twin Post Lift. It handles 
ALL 1957 model cars—or older models —long, medium or 
short wheelbase. 


This great all-purpose lift is rail-less, and provides unob- 
structed chassis accessibility. Lifts cars at outer ends of lower 
control arms for proper ball joint lubrication. 


Because of its utility and anti-obsolescence qualities, the Twin 
Post should be the NUMBER ONE lift for you. Weaver 
MODEL EC-102 is capable of handling various wheelbase 
lengths. An ideal combination is 76” minimum to 160” maxi- 
mum, which permits lift to be the greatest possible profit 
making piece of equipment for all-purpose use. 


MODEL EC-102 Air-Oil Operated Full Hydraulic Twin Post 
Lift has a capacity of 11,000 Ibs. (5,500 Ibs. per axle). 


MODEL EC-103 Electric-Oil Operated, Full Hydraulic Twin 
Post Lift has a capacity of 16,000 Ibs. (8,000 Ibs. per axle.) 


FOR DETAILS — ask for Bulletin NPN-457. 


WEAVER MANUFACTURING COMPANY, SPRINGFIELD, ILL., U. S. A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . 
Wheel and Frame Type Lifts . . Unit Lifts . . Bumper Lift . 
Equipment . . . Head! 


ss 
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C. J. Guzzo, Vice President t, C. S. Garvin, Asst. Sales Manager 
Gulf Oi! Corporation Cc i Shell Oi! Company 
Pittsburgh, Pennsylvania 1 Company San Francisco, California 
Philadelphia, Pennsylvania 


Sih. Be 


E. G. Hirleman, Manager, TBA sales John K. Howe, TBA Manager P. C. Hawk, TBA Manager 
Cities Service Oi! Company Skelly Oi! Company Standard Oi! Company 
New York, New York Kansas City, Missouri Chicago, Ilinois 


THESE MEN? tead non. 


They read it for NEWS OF OIL MARKETING. 


It's the OIL MARKETING PUBLICATION they all read. 


Are you SURE they're getting 


your sales story .. . regularly? 


Mat ional : You Can't Cover The 
etroleum : Oil Marketing Market 








the McGraw-Hill Magazine of OIL MARKETING 
@® GQ) Established 1909. Published monthly 
NPN Factbook published as a 13th issue in May 


* Six of the more than 17,000 NPN readers whose combined purchases of 
petroleum and TBA products total over $10,000,000,000 a year. 
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Hauler—L. E. Belcher, Inc., Springfield, Mass. 


Here’s the realistic way to decide 


between lightweight steel and a/uminum 


Faced with a choice of aluminum vs lightweight steel 
transports, be realistic and make your decision on 
what you can buy today. Don’t compare new alumi- 
num with the steel transports in your fleet that are 
three or five years old—check against the most 
modern steel you can buy now. 

That kind of realistic thinking made sense to Chas. 
Hough, owner, L. E. Belcher, Inc., Springfield, Mass., 
when he bought new Heil aluminum tanks for haul- 
ing gasoline and fuel oil: 


"We figure we save $1,998 a year per 

tank with our new Heil aluminum jobs 

over the lightest weight steel tanks. 
In less than two years, that will pay 
the difference in the cost of alumi- 

num over steel—then it's like money 

in the bank. And our figures are 
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based on the 61,200-lb gross limit we 
operate under in Connecticut and 
Massachusetts." 


Let Heil give you the facts 


When you’re ready to add to your fleet, let your 
Heil man help you make a sound decision by pro- 
viding you with all the facts. And remember... 
Heil aluminum transports are backed by the longest 
experience in the industry ... that, too, is a fact 
worth remembering when you want top perform- 
ance in aluminum hauling units. 


THE HEIL co. 


3000 West Montana St., Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wis.; Hillside, N. J.; Lancaster, Pa, 
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OUR THANKS to all the major oil companies 
for their acceptance of this new product designed 
especially for their industry. The installations 


shown here are only a few out of many. 
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Aluminum Door 
































Greater visibility ... greater flexibility ! 
Costs little more than wood... never needs paint! 


The new design and unique construction of The “OVERHEAD DOOR” 
Panoramic permit stiles and rails to be a great deal narrower, yet far stronger than 
ever before. From anywhere inside the station, a glance shows what is going on at 

the pumps. And motorists are drawn to the station with the clean, modern lines 
which the Panoramic gives in any location. It’s fast becoming America’s number 
one choice for new service stations and for replacements. 


MORE SERVICE STATIONS USE 
THE “OVERHEAD DOOR” THAN ALL 
OTHER BRANDS COMBINED! 


OVERHEAD DOOR CORPORATION, Hartford City, Indiana 
Manufacturing Divisions: Hillside, N.J.; Nashua, N.H.; Cortland, N.Y.; Lewistown, Pa.; Oklahoma City, Okla.; Dallas, Tex.; Portland, Ore. 
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SERVICE TOOLS 
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New Purolator Service 
Tool Board 


Cuts service time to increase profits. 
Provides every tool necessary to 
make filter changes fast. Hangs on 
the wall out of the way, yet keeps 
tools right at hand—ready when you 
need them. Saves time, work, and 
dollars on every filter replacement. 


New Purolator Air 


Filter Tester 
Ae, § Fe | no oe eS 
Purolator comes through Trae tT at 


when it counts with a 
convincing “sight salesman” 
that tells motorists when it's 
time for a new Purolator Air 
Filter . . . the new extra- 
profit item for 10 makes in 
the 1957 Chrysler and 

Ford line. 


Pers meee eT om. 
“wi ™~ 





BOOST 


Filter business 
with the 
industry’s most 
effective 

sales aids! 


Filter business is profitable business—and 
Purolator has developed these 3 practical 
sales aids with your dealers’ profits 

in mind. 

They provide down-to-earth, modern 
merchandising support that helps speed 
up turnover . . . helps cut down time and 
labor . . . and boosts profit-building 
efficiency. 

You can easily prove the dollars-and-cents 
advantages of these new Purolator sales 
tools . . . and demonstrate how Purolator 
merchandising leadership has helped make 
Purolator America’s Number 1 Filter. It’s 
a profit story well worth promoting now! 


What a team 
to clean up with! 


PURQLATOR 


"* PUROLATOR’! REG. U. S. PAT. OFF. 


OIL AND AIR FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N.J.; Toronto, Ontario, Canada 
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THE WONDROUS YEARS OF OUR TIME... 


Man’s use of petroleum—of oil and natural gas— 
began before the first records of history. 


But petroleum’s full usefulness to man has been 
a matter of decades only. 


They have been wondrous years, those decades. 
Years that saw automobiles built by the millions be- 
cause gasoline was available as a cheap source of 
power. Years that saw the oceans dwindle under the 
high speed of great ships powered by oil. Years that 
saw the evolution of a more comfortable living in 
homes warmed by oil and natural gas. Years that saw 
rubber, fibers, paints and many other useful items of 
everyday living produced from petroleum’s hydro- 
carbons. Years that saw the earth shrink under the 
wings of the airplane, and great wars decided by the 
availability of oil. 


Thus, the oil industry has led the way into the 
wondrous years of our time. The industry, through 
foresight, ingenuity, research, and risk-taking, has 
found and produced the oil required in greater quan- 
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tity each year, has conserved oil for the future, has 
devised the transportation systems that move oil eco- 
nomically, has built the refineries and plants that 
convert crude oil and natural gas to the hundreds of 
useful products needed by a growing United States. 
Surely no other industry has contributed more to the 
making of modern America. . . 

The Humble Company, founded in 1917, has par- 
ticipated in petroleum’s progress during four great 
decades, and has pioneered in the development of 
many current techniques for finding, producing and 
refining oil. 


HUMBLE OIL & REFINING COMPANY 


isi Forty Years of Prognesa 1987 














YOUR PURCHASE 


GALLONS 


808 


PRICE PER GALLON 
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THE GILBARCO EOxeaaauUe Cea: 























| YOUR BRAND STANDS OUT 
| —AT THE POINT OF SALE! 


| 
Your brand always stands out when the Sales-Maker helps merchandise 
your gasoline. And billboard-type brand panels are just one advantage of 
this great pump. For everything—yes, everything you want in a gasoline 
pump you’ll find in the Sales-Maker. Attractive appearance? Compare it 
: 


with any other pump you ever saw! Enduring dependability? For solid, 
rugged design, the Sales-Maker is in a class by itself. Ease of maintenance? 
Ask your mechanics if they’ve ever seen an easier, faster pump to work 
on! Quiet operation? Here again the Sales-Maker invites comparison with 
any other gasoline pump ever made. 


MONO-FRAME CONSTRUCTION. one-piece 


steel frame eliminates top and side panels. Rigid, rugged construction 
guarantees better protection to internal components, longer life. 


LOW-COST MAINTENANCE - deep die- 


formed, divided panels are easy to remove, provide immediate and complete 
access, reduce damage costs since replacement is quick and inexpensive. 


SUPER-ACCURATE METER-Gilbareo’s four- 


piston meter measures with split-drop accuracy—is field-proven in every 
corner of the world. 


Before deciding on any gasoline pump, 
be sure to investigate all the outstand- 
ing advantages of the Gilbarco SALEs- 
MAKER. Write today for a complete, 
illustrated brochure. 








New proof! Actual driving tests show 


TIRES MADE WITH 
SUPER RAYON 
WEAR UP TO 
26% LONGER! 


Now, there’s further proof that Super Rayon is 
the premium performance tire cord! And this 
will make a whale of a difference in your profits! 

Recent driving tests over actual roads, with 14 
drivers on the job, show that Super Rayon cord 
tires outwear comparable tires made with the 
other leading cord by 14 to 26%. With every 
variable factor carefully controlled, these tests 


TIRE RAYON 


show that tread on tires with Super Rayon wears 
longer. This superior performance is made possi- 
ble by the great dimensional stability of Super 
Rayon at driving temperatures. 

Such tests offer you further assurance of these 
facts: for safety ... for long wear . . . for smooth, 
quiet ride . . . you can’t beat today’s rugged new 
Super Rayon! 


AMERICAN VISCOSE CORPORATION, 350 Fifth Avenue, New York 1, N. Y. 


CORD = 


worn out at 24,000 miles 


RAYON 


going strong at 31,000 miles 
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49% increase 


Robert C. Hanlon: “Our wonder- 
ful increase in D-X Boron sales 
in proves the customer is 
alwoys right — offer the best 
product in the market, advertise 
it consistently, and they will buy.” 
Gasoline & Oil Co. 
Peoria, Illinois 


Robert H. Walker: “Customers 
claim quicker starts and more 
knock-free mileage. They tell us 
D-X Boron is the best motor fuel 
they hove ever used.” 
Two Rivers Oil Company 
Cairo, Ilinois 





60% Increase 


Thomas (Tom) A. Malone: “Boron 
is the greatest improvement in 
gasoline in years and with TV 
and newspaper advertising, our 
increases have been very satis- 


Malone Oil Company 
Wausau, Wisconsin 


58% Increase 


Phil Sewell, Jr.: “‘D-X Boron is a 
product that almost sells itself, 
as it definitely gives for superior 
lormonce.”’ 
Sewell Oil Company 
Topeka, Kansas 








34% Increase 


. Bock: “The motorists’ oc- 
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PROOF ?—See what these 
successful D-X jobbers say: 


The power of BORON, the chief ingredient of 
super fuels that may take man to the moon, has 
now been harnessed for you and your customers 
in new D-X Boron Lubricating Motor Fuel. 


Thousands of motorists are describing D-X 
Boron as the greatest gasoline discovery of 
the modern age. Their unsolicited letters praise 
its smooth, surging power ... acclaim its amaz- 
ing ability to stretch mileage and eliminate 
engine knock. All of this with the very first 
tankful. 


Broadcasting the success of this brilliant new 
product is the most powerful advertising pro- 
gram in D-X history. Spectacular weekly 30- 
minute television shows, dominating color 
newspaper ads, radio and saturating outdoor 
boards blanket the midwest. 


The thrilling performance of D-X Boron plus 
this powerful advertising support will bring 
your customers back for D-X Boron again and 
again. Get the facts now. See why D-X jobber 
sales are flying high. 


Write today to N. B. Ingram, Retail Sales 
Manager, D-X Sunray Oil Company, Box 381, 
Tulsa, Oklahoma, Dept. 77. 


*Marketing Department 


D-X SUNRAY OIL COMPANY (Subsidiary) 


Sunray Mid-Continent Oil Company 
Tulsa, Oklahoma 








FOR YOUR NEEDS 


ra 
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e Button on top of handle 
controls motor 














e Tripping lever for locking 
or releasing arm 


e 180° swing permits deliveries from 
either side; 5 locking positions 


e Adjustable arm extends from 
14% to 23 in.—fits any size reel 


e Removable pulleys make hose replacement 
easy, without removing nozzle 





Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! 
Guided unwinding and level rewinding! You get all these 
—on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- 
mit replacement of hose and the symmetrical rollers can 
be inverted to double the life of the flange. Arm swings 
out of the way when traveling, locks in any one of five 
positions when in use. Adjustable arm length permits its 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 141% Ib., withstands a 500-Ib. pull. 

Rugged construction means long life that virtually 
assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us or your distributor for full details. 


PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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POWER GROOVE \ 


ata DIRECTIONAL CONTROL 


RECT -LUME ...... 


AREA ILLUMINATOR 4-DLPG 


Here is our sensational “Directo-Lume”, the flood- 
light that gives you POSITIVE directional control 
with minimum light spillage, now equipped for 
amazing G.E. POWER GROOVE operation! Now pos- 
sible to get TWICE the illumination from a 4-ft. 
“Directo-Lume” heretofore possible only from an 
8-foot unit. Lamp life expectancy 5009 hours based 
on 3 hours burning per ignition! 


Lighter in weight. Less wind resistance. Smaller, 
neater in appearance, because unit is only 4 feet 
long instead of commonly accepted 6-foot length. 
Exhaustive tests prove “Directo-Lume” design 
MOST PRACTICAL for POWER GROOVE operation. 2 
lamps per ballast operation. An extremely HIGH 
OUTPUT fixture of finest quality at a very REASON- 
ABLE price! Write, NOW, for details and prices! 


NEW UTILITY ““ANGLE-LUME” POWER GROOVE 


es ss 


8-UAPG-4 & 8-UAPG-2 
(4 Lamps) ( 2 Lamps) 


MORE LIGHT—REAL ECONOMY 


Our extremely popular UTILITY “Angle-Lume” 
island lights, now also POWER GROOVE equipped 
to give you twice the light at low, low cost! Here 
is a truly remarkable buy—modest price, plus 
amazing efficiency, long trouble-free life, bridge- 
like strength and easy installation. Available as 4 
or 2 lamp unit. Write, NOW, for attractive prices 
and details! 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


ENT F 


PROGRESSIVE SE 
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Profile at right shows 
why there is an abso- 
lute minimum loss of 
light to the rear and 
top of DIRECTO-LUME. 
You might say “IT’S 
THE SHAPE THAT 
DOES IT!” 


FAST, POSITIVE 
ADJUSTMENT 
MOUNTING 
BRACKET 


The most versatile and dur- 
able Mounting Bracket ever 
developed! Angle adjusted by 
turning ONE adjustment bolt! 
Fits any standard size 2” 
nipple. No special wiring 
boxes needed . . . accessibil- 
ity to all connections through 
weatherproof inspection plate. 


WRITE FOR 
FREE CATALOG 


This value-packed catalog will 
help you solve your lighting 
problems and save you money 
when building or moderniz- 
ing one to a thousand serv- 
ice stations. Get your FREE 
copy, today 





ROFTTS IN LAMPS 


Tung-Sol standards of lamp manufacture have been more 
than meeting the performance requirements for American 
car-makers for more than half a century. In the renewal 
field, Tung-Sol's leadership in lamp engineering, in pack- 
aging and sales-aid material helps you maintain lamp 
volume at highest levels. Keep an eye out for 

f customers’ lamp needs and push Tung-Sol for 


MRS “Viston-aiy 
ii =HEADLAMPS 


| | ! 1 rath ally sae we aster Sos 
i we ALY) seae sign specification 
A 1 momen sson. com 


| oT bg 
mm | 


Vy vt | Whe 
i} | )/; | : 
7 My We | AA eo NEW! FOR 4-HEADLIGHT CARS 
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WT) Wi 
The 5%-inch, 4001 and 4002 12-volt lamps. 4001 has single 
high beam filament. 4002 has double (high and low beam) 
filament. 


Special Introductory Package For 4-Headlight 

| Car Service. Low-cost introductory package contains four 

Standard 7-inch type: [ each 4001 and 4002 5%-inch Vision-Aid Headlamps. Just 

5040-S (6-volt) and 5400-S (12- -volt). . what you need to take care of immediate service requirements. 


Special For Your Fleet Accounts 
Ruggedized 5440-S has exclusive design 
features to meet toughest service conditions. 
It will get you a lot of fleet business. (Also, 
special miniature types designed for truck 
and bus use.) 





= 











Services 100% of Needs! 


Consists of 410 Tung-Sol Heart Assort- 
ment: 5 flashers on a colorful display 
card. Back-Up Stock Stacker: 5 flashers 
to keep display complete. Service 
Guide: handy direction signal servicing 
instructions plus flasher and lamp re- 
placement chart for a// domestic cars. 
See your Tung-Sol supplier! 








©TUNG-SOL 


VISION-AID HEADLAMPS + MINIATURE LAMPS - SIGNAL FLASHERS 


Sales Offices: Atlanta, Ga.; Columbus, Ohio; Culver City, Calif.; Dallas, Tex.; Denver, Colo.; Detroit, 
Mich.; rt N. J.; Melrose Park, Ill.; Newark, N. J.; Philadelphia, Pa.; Seattle, Wash. Canada: 
Montreal, P. Q. 
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ALCOHOLS 


OR GLYCOLS 


can with CROWN 


There are CROWN containers for any size package 
. internal coatings against any ingredients . . . 

colorfully lithographed for maximum eye appeal. . . 

delivered to suit your production schedules. 


Complete package design and merchandising assist- 
ance... modern lithography equipment and 
techniques . . . experienced research and engineering 
service . . . all come with that extra touch of CROWN 
personal attention. 


Write for your copy of “Mr. Packager” . . . infor- 
mation on CROWN ’s automatic filler control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9340 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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Eee IN 


LIFE bring’s 


customers 
to order 
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Advertisements for tires, batteries and accessories in LIFE 
help to pre-sell your customers. 


That’s because each week LIFE reaches 30.4% of the car- 
owning households in the average community. 


And LIFE’s exciting words, pictures and ads get people 
thinking, talking and wanting. 


You'll find it makes good sense to feature the brands that 
LIFE advertises and to draw attention to them with the 
famous ‘‘Advertised-in-LIFE” selling symbol. 


Audience source: A Study of the Household Accumulative Audience of LIFE. 


LIFE is read by 12,000,000 households every week 


oat So 


motoring America 
responds to 
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Inside the chassis dynamometer test room at 
Gulf’s new Automotive Products Laboratory. 


How would you like to drive on a turnpike where 
the temperature changes from 70 degrees below 
zero to almost 100 degrees above ... where you 
“travel’’90 miles an hour but don’t move...where you 
go up and down steep hills while still on level ground 
... and where you hit a head wind one minute and 
a tail wind the next? 


You’ll find this “indoor turnpike,’”’ where such 
things are possible, at Gulf’s huge Research Center 
in Harmarville, Pa. It is part of the Automotive 
Products Laboratory. 


The function of this laboratory is to test a va- 
riety of petroleum products under every conceivable 
road condition. The “indoor turnpike,” known asthe 
chassis dynamometer test room, is designed to per- 
mit vehicles to be “driven”’ at all normal operating 
speeds and, of course, under all conditions. 


Ever see an 
INDOOR turnpike? 


In this huge drive-in room, elaborate mechanisms 
beneath the floor provide the effects of driving on all 
types of grades, in head or tail winds and with vary- 
ing humidity. This allows the testing of a great va- 
riety of fuels, wheel-bearing greases and transmis- 
sion lubricants under the severest stresses of actual 
driving. 

The function of the “turnpike” is not only to 
determine the efficiency of petroleum products now 
in use but to test those which will be distributed in 
the future. 


This is indicative of the awesome amount of re- 
search now being conducted by Gulf and other mem- 
bers of the progressive oil industry. All of it has as 
its ultimate goal the preparation of finer petroleum 
products and such scientific advance must have as 
its end result public benefit. 


Gulf Oil Corporation, General Offices, Pittsburgh, Pa. 
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Progress Model 90, 1200 gal., 3 compartments. 
Mounted on Chevrolet Model 6403, 84” C-A, 154” WB. 


im qualityw 
Serwvice 


Tops in performance, design and service, Progress truck tanks are 
custom built to meet particular requirements. Available in any capacity 
and number of compartments, Progress custom built truck tanks 

do particular jobs better. Call, wire or write Progress or your 

nearest Progress representative for complete facts on all modern 


Progress truck tanks. 


M7 
"Ny, 7 " 
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a 
MANUFACTURING COMPANY, INC. 
ARTHUR: ILLINOUES 
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GRAB FISTFULS OF FATTER 
PROFITS WITH ARMSTRONG TIRES 


Sali 


Wig og . 
= Renan le et ll Sl nc cheats i ee ~ 


MR. TBA MANAGER: TIRED OF “‘LOW-PROFIT’ SQUAWKS FROM YOUR DEALERS? 
Give them Armstrong Tires! The profit’s bigger. And full-price sales 
are easy — because customers can see the exclusive Safety Disc feature. 


* Armstrong Tires are easier to sell profitably. First, because Plus 2 sales clinchers 
the profit is bigger to begin with. Second, because your 
dealer isn’t selling “‘just a tire”. He is selling a better tire GUARANTEE 


rith the “Ounce of Prevention” feature any customer Z Doe denal LIFETIME reed 
ae y Can see. Unconditional LIFETIME road 


ne ; ; ! 
First tire tread in 18 years to win a U.S. mechanical patent! hapa eoeees. Commpanet 


Armstrong Safety Disc Tires grip the road to stop skids ADVERTISING 

as no other tires can. Let us show you the evidence. 

The hardest-hitting, most persistent 
Customers want this added safety. Armstrong’s powerful campaign in tires . .. hammers home 
national advertising tells them about it. Once sold, Armstrong the same tested story over and over. 
buyers stay sold . . . come back for more Armstrongs. Why 
not give your dealers this unique competitive “plus”! 


GET THE ARMSTRONG STORY! 
ARMSTRONG RUBBER CO., HOME OFFICE, West Haven, Conn. LIFE, POST . . . TELEVISION 
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Schrader — 


is the word for air...in full tubeless tire 
repair and maintenance service 


Install a fresh 
Schrader Valve when 
you mount a new tube- 


less tire 


Gauges, tools, replacement valves, valve cores, valve caps—everything you need from 


Tubeless business—changeover, repair, replacement—grows every day as tubeless tires 
roll up the mileage. Be sure you have complete Schrader service for the quickest, best way 
to handle this new business. Your Schrader supplier has everything you need to protect your 
customers and to protect your reputation for handling first quality brand name products. And 
remember, the valve should be as new as the tire to assure the full mileage built into the tire. 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 





Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 
ee FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Payloads and Power 
are Boosted in this 


ITE $000 
TANDEM 


Unhits 





Now in service for Sprout & Davis, Inc., Whiting, Ind., is a fleet of husky 
new White 9000 “tandems” like this one. It’s rugged and powerful with 
the new, fuel-saving White Mustang 470A Engine. 
Sprout & Davis have preferred Whites for years—now they see profitable, 
new advantages to modernize with this man-sized, money-making White. 
Its weight-distribution and weight-saving features—the 90-inch dimen- 
sion, too—make it possible to boost payloads by 900 gallons within 
legal limits. , 
Furthermore, lower cost per gallon delivered and definite schedule-time SEE NEW PROFIT ADVANTAGES 
savings, even with these bigger loads, give the new Whites extra earning 
IN NEW WHITE FLEET 


power. Look at White—now! 
President William J. Gately and Oper- 
ation Manager Herman C. Jenkins of 
Sprout & Davis, Inc. really keep their 
THE WHITE MOTOR COMPANY bower fleet on the move—10-million miles 
@ year over a 12-state area, hauling pet- 
roleum and chemical products to bulk 
stations and direct to dealers. The new 
tankers handle 8400 gallons pay load. 


Cleveland 1, Ohio 


For more than 55 years the greatest name in trucks 
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Hottes 


In addition to supplying you with the “Hottest 
Brand” of petroleum products, we think it’s equally 
important to keep you supplied with sound informa- 
tion . . . provide you with brochures that answer 
many key questions in service station management. 


Does your present supplier give you the answers to 
these important questions? 


Contact the Conoco Manager in the Continental Oil Company office 


R. W. Abrahamson, 610 Roanoke Bidg. W. S. Dulaney, 203 Carondelet Bldg. H. U. McBirney, 5415 No. Pennsylvania 
Seventh & Marquette Sts., New Orleans, Louisiana Ave. Oklahoma City 12, Oklahoma 
Minneapolis 2, Minn. K. T. Johnson, 1300 Main Street J. L. McCulley, 117 Trumbull Ave., S.E. 
Dale Chapman, 757 West Second South P. O. Box 2197, Houston, Texas P. O. Box 1342, Albuquerque, N. M. 
P.O. Box 2250, Salt Lake City 10, Utah Willis Johnson, 1321 Kaw Avenue W. E. McCullough, 1710 Fair Building 
J. B. Dickey, 2065 Union Avenue P. O. Box 1398, Butte, Montana Ft. Worth, Texas 

-nhis, T 
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and your 


1. What can I offer my employees as extra 
incentives? 

2. What kind of records should I keep? 

3. What should my records tell me? 


4, What kind of promotions pay off and what 
do I do about it? 


5. How can I teach my driveway salesmen to 
really sell? 
6. What kind of advertising should I do myself? 
7. What qualifications should my No. 2 man have? 
8. How can I get the most from my men? 
9. Why should I keep my station so clean? 
10. What does the future hold for me? 


nearest you or mail this coupon—»} 


M. T. Swanson, 1755 Glenarm Place, Denver, Colorado 
Warner Tyler, 1301 W. Belden Avenue, Chicago, Ill. 


K. R. White, 836 Stuart Building 
P. O. Box 393, Lincoln 1, Nebraska 


J. G. Willis, 301 East 51st Street 
Kansas City 12, Missouri 
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customers 


Each of these subjects is thoroughly covered in a 
brochure prepared by the Continental Oil Company. 
As many of these brochures as you would like are 
available to you without cost. 

Order your copies by writing to the Conoco Division 
Manager nearest you. Or use the attached coupon, 
specifying the subjects that interest you. 


Continental Oil Company 
Dept. AD, Box 2197 
Houston, Texas 


I am interested in the helpful information contained 
in your brochures. (Please specify subject by num- 
bers shown) 
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“WHATEVER YOU DO...DON'T MISS THE MAN 
WITH THE DU PONT ANTI-FREEZE MARKETING PLAN!" 


Du Pont’s “Zerex’”’—“‘Zerone” anti-freeze warehousing- OTHER EXCLUSIVE BENEFITS INCLUDE: 
shipping service helps keep your distribution and ware- « Two nationally known and accepted brands of 
housing costs down . . . increasing your anti-freeze anti-freeze serving both the permanent and 


profits. Your anti-freeze supply is delivered exactly standard markets £3 
when and where you need it. - Full-time anti-freeze specialists offering you 


For example, Du Pont delivered 85% of one major year-round sales assistance 


: : : ; _f 4 h + The selling power of the Du Pont name 
oil company’s entire year's anti-freeze needs at the - The quality and dependability of “Zerex” and 


peak of the selling season . . . cut their carry-over to “Zerone” 
less than 12%. + Resultful advertising and product promotion 


Find out how your company and dealers can benefit... see the man with the Du Pont Anti-Freeze Marketing Plan now! 


ZEREX~ZERONE. 
Anti-freezes 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 


ate unparof E.1I.du Pont de Nemours & Co, (Inc.), Wilmington 98, Delaware 
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MAIL THIS COUPON TODAY! 


GLOBE HOIST COMPANY "“PN-748-M-FKH(I) 
East Mermaid Lane at Queen Street 
CT Philadelphia 18, Penna. 


Please send me detailed, illustrated specifica- 
tions on Globe “Continental” Hoists. 


y THe ast wir \ 


NAME 


IN DESIGN : 
IN WORKMANSHIP HOISTS COMPANY 


IN PERFORMANCE PLANTS: PHILADELPHIA + BES MOINES + LONG BEACH, CAL. ADDRESS 
CITY. 


a ar SSF 77 OSS 


WORLD'S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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Our Trailmobile aluminum 
us extra 


“Engineering service 
sold us on Trailmobile.”’ 


Mr. H. D. Miller, President (right), and 
Mr. R. L. Miller, Vice President and 
Comptroller, spoke highly of Trailmobile’s 
engineering service. 

“Trailmobile has always been willing to 
come to us to work out specific engineering 
problems involved in the movement of un- 
usual materials. For example, we recently 
had a problem with a chemical company 
who needed to transport a urea solution 
that required stainless steel, insulated, 
pressure vessels. Trailmobile engineers sat 
down with us and our customer and 
worked out all the details for the required 
tank. And they delivered in 30 days!” 
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tank trailers 


profit...and_ protect it too! 








WARD WRANYPORIERS, 





GASOLINE 


In commenting on their new Trailmobile aluminum tank 
trailers Mr. H. D. Miller, President of Miller Petroleum 
Transports, Ltd., had this to say: 

“We look for three things in tank trailers—maximum 
legal pay load capacity, low maintenance, and high 
resistance to leakage. And in these basic essentials of 
good tank performance Trailmobiles have consistently 
measured up to our standards.” 


7Y_% more pay load capacity! “We find our new 
Trailmobile aluminum tanks are giving us 714% extra 
pay load while staying within legal weight requirements. 
And this is a significant revenue gain that we can keep 
because Trailmobiles are . . . 


TRAILMOBILE unc. 
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Inexpensive to maintain! “Tandem maintenance can 
be a drain on profits. That’s why we favor Trailmobile. 
It has been our experience that no tandem can match 
Trailmobile’s year-in, year-out trouble-free performance. 
Our Trailmobiles have also been highly satisfactory in 
terms of... 


Resistance to leakage! “I think Trailmobile’s exten- 
sive testing of aluminum designs prior to putting them 
on the market is responsible for their resistance to leak- 
age. In fact, we bought Trailmobile’s first aluminum 
tank over two years ago and have had no trouble with 
it whatsoever. “In our book, this all adds up to extra 
profit—that is protected profit.” : 


- Cincinnati 9, Ohio * Longview, Texas 
Springfield, Mo. + Berkeley 10, Calif. 








6 IMPROVEMENTS 


1: Faster, Easier Resetting: New controlled reset-cycle 
guarantees uniform resetting action. What's more, reset lever and gas 
nozzle are on the same side. . . no need to walk around the pump. 


2: Fewer Parts: Simplified design has eliminated many moving 
parts ... which means better service with less maintenance. . . a definite 
new factor in control of operating costs. 


3: More Protection for Totalizers: Complete enclosure 
of these vital parts means better overall protection, and guarantees an 
accurate count. 


4: Interlock Feature: Elements are provided in this design to 
assure interlocking. These involve no extra components, other than parts 
which pump manufacturers would have to supply in order to connect the 
computer to elements outside the pump and the pump-motor switch. 
This feature makes sure computer is reset before next sale is made. 


5: Larger Figures: 16% increase in size of figures . . . and 
placement of the reading line 18° above the horizontal .. . assures easier 
reading than ever before. 


6: Improved Lighting: Lower bank of figures projects slightly 
forward . . . permits light to shine directly on figures . . . and also con- 
tributes to easier reading. 


These ‘new ‘‘built-in skills’ are proofs of 
progress in Veeder-Root’s non-stop ef- 
fort to co-operate with pump manu- 
facturers in giving constantly bettered 
protection and service both to service 
stations and the motoring public. 


For the 

Service 

te hilela| 

re) | 

EMelsslelageh SikbEh-ROO} 


VEEDER-ROOT INC. wartrorp, conn. “THE NAME THAT COUNTS", 
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CITIES SERVICE PLANS $750- MILLION EXPANSION! 


During the next five years, Cities Service will undertake the 
largest expansion program in its history, with all phases of oper- 
ation earmarked for enlargement. 

It is estimated that over $750-million will be invested in this 
new program which will vastly increase Cities Service oil re- 
serves, production, number of stations, and overall sales. 

Already, in Canada, Cities Service is spending $30-million 
for a new refinery and giant marketing expansion in Ontario 
and Quebec. This will provide many new stations for Canadian 
motorists, many new customers for Cities Service. 
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CAUTION: Same Make and Model 
‘57 Cars Have Different Grease Fittings! 


AAA cautions dealers to check each ’57 car carefully when lubricating. 
Even some identical models have different locations for grease fittings, 
AAA points out. Other service tips include the following: 


LIFTING — Be doubly cautious with 1957 cars on your lift. Some contact 
and twin post hoists require special adapters. New frame designs make 
it easy to do damage using improper equipment. . 


TOWING — Extreme caution urged with all models due to overhang, road 
clearance and weak or two-part bumpers. Be sure that cables do not rest 
on grille or body downsweep. 


NEW DIFFERENTIALS — Certain cars may be equipped with nonslip dif- 
ferentials. Never jack up one side, start motor and engage gears while 
one rear wheel is on ground. New differential design diverts all power to 
the wheel having greatest traction, thus car would immediately begin 
moving. 

CARBURETOR ADJUSTMENTS—Even the smallest adjustment on multi- 
barrel carburetors will result in a marked change in performance. Do 
not attempt to re-set without the necessary test equipment. 
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injection 
gains 


& 


Nash Rambler is now producing a 228-hp model 
called the “Rebel,” on which fuel injection is 
optional. 

Pontiac is also making available, to dealers 
only, a special model with fuel injection. Other 
majors are now experimenting with the system, 
which appears to be gaining favor rapidly. 


Cash in on Bigger Profits 
as a Cities Service 
Dealer or Distributor 


Never has the outlook for Cities Service 
dealers and distributors been more prof- 
itable, the incentives greater, than right 
now. If interested in the full Cities 
Service story, write: Cities Service Oil 
Company, Sixty Wall Tower, New York 
5, N. Y. 
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New Mexican 77/-Sure Plant 
brings Tri-Sure service to Mexico 
and Central America 


COMPANIA mevic 


ANA Te 


New Tri-Sure Plant at Avenida No. 1 y Calle Piramide, Naucalpan, E. de Mexico, Mexico 


Another link in the international chain of plants that comprises 
“‘Tri-Sure* the World Over,” this modern new factory near Mexico 
City is producing Tri-Sure Seals, Plugs, Flanges, Nozzles and Caps— 
which give the contents of drums and pails positive protection from 
leakage, seepage and contamination. 


The plant is strategically located to serve customers in Mexico and 
Central America, and to provide prompt sales-engineering service. 


The newest of ten Tri-Sure plants, offices and affiliates, the Tri-Sure 
Mexican plant plays the important role of bringing to Latin American 
industry the protection of Tri-Sure Closures—the world’s most widely 
tested, approved and used sealing device for steel shipping containers. 
*The ‘‘Tri-Sure” Trademark is a mark of reliability backed by over 35 years serving industry. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comercio, San Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compafia Mexicana Tri-Sure S/A, Naucalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Hollan 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Piace, Pall Mali S. W. 1, London, England 


Quality always %? ecify 
Protection 
for 


Quality 3 
Products for every drum you ship 
CLOSURES 
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IN WASHINGTON 


Product Imports: Control Ahead?—The Administra- 
tion threatens to bring oil product imports under its 
voluntary control plan if they get out of hand. Officials 
are worried that some companies may try to offset 
their voluntary reductions in crude imports by bring- 
ing in more products. Outlook now is that crude im- 
ports may be down close to the recommended 1,031,- 
000 b/d level by the end of the year. 


More FTC Cases Coming—Federal Trade Commis- 
sion is reportedly readying more price discount cases 
covering areas of the country not yet involved in 
FTC charges. FTC’s offensive started with cases 
against Sun and Pure in the Southeast (NPN—Nov. 
’56, p97) and continued this fall with a complaint 
against Texaco in eastern Virginia. Texaco denies 
FTC charge of granting temporary discounts to some 
dealers, contingent on their agreement to post prices 
dictated by the company. 


if the Shoe Fits—Oil marketing may be affected by 
an FTC case against International Shoe Co. FTC 
says the firm makes loans to experienced shoe men 
who lack capital but are willing to operate in loca- 
tions suitable to International, and who agree in re- 
strictive contracts to handle International’s shoes. In- 
ternational contends the conditional loans encourage 
competition in shoe retailing. 

% 


New Exclusive Dealing Cases—FTC may not stop 
with its exclusive dealing case against Socony Mobil 
Oil Co., filed in October. At least one other major is 
under investigation on the same complaint: offering 
expensive equipment at giveaway terms in exchange 
for exclusive dealing arrangements. 


& 
Fuel Oil Case Next?—Some oil men think the Justice 
Dept. may be planning an antitrust case against fuel 
oil marketers on a broad—perhaps national—scope. 
They see a possible forerunner in the present grand 
jury investigation of fuel oil pricing and service prac- 
tices among 13 Washington, D.C. marketers. 


Gas Bill: Mired—The bill to ease federal control of 
natural gas producers is falling victim to internal bick- 
ering. Key house members feel the measure can’t pass 
over the coal bloc’s oppostion, but observers say a 
compromise with coal is being stymied by the pow- 
erful interstate gas pipelines. 


Pipeline Probe—Watch for results of a full-scale 
FBI investigation of all crude and products pipelines 
jointly owned by major companies. 
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IN DETROIT 


Drive for Service Cutdown—Car designers are work- 
ing as hard as ever to minimize field service require- 
ments. Next major step probably will be sealed 
automatic transmissions, say Detroit sources. Look for 
rear axles to be sealed also. Sealed crankcases aren’t 
in prospect now, but designers are working on the 
idea. And as engine oils improve, crankcase drain 
periods are likely to be extended. Auto makers be- 
lieve intervals of 4,000-4,500 miles may be the rule 
before long. 





Unitized Cars on the Way—lIntegrated auto bodies 
appear to be definitely set for 1959 and 1960 models, 
depending on each auto company’s amortization of 
current body changeover investments. After that, De- 
troit sources say they'll probably go into a two-year 
body changeover cycle, compared to four or five 
years in the past. Engines may go to either a two 
or three-year cycle to permit introduction of a new 
type of power plant on short notice. 


New Cars: Sale; Jackpot Ahead—New car sales in 
1958 may pass the 6-million mark, and a 7-million- 
car year will be just average by the early 1960’s, pre- 
dicts L. L. Colbert, Chrysler Corp. president. “We 
expect the over-all opportunity for our business to 
be definitely brighter in 1958 than in 1957,” says Col- 
bert. (Rate of growth in the auto population slack- 
ened this year: Bureau of Public Roads estimates a 
registration gain of 3.1% against 3.9% in 1956. Esti- 
mated 1957 registrations are 67.2-million, same as pre- 
dicted in NPN Factsoox, Mid-May 1957.) 


Bow to Fuel Economy—Two more small foreign cars 
are likely to appear here next year. Studebaker- 
Packard will reportedly get rights to market the 
little German Goggomobile; Chrysler is shopping 
around for a foreign import. Meanwhile, Oldsmobile 
is adding a special carburetor designed to cut fuel 
consumption 20% on its stock models—while Chev- 
rolet says it’s working to cut fuel consumption on all 
its models. Another company, American Motors, is 
underlining its invasion of the small car field by 

ping its traditional big-car names, Nash and Hudson. 

. 

Tire Replacement Rise—A record 56-million passen- 
ger tire replacements will be sold this year, followed by 
58.7-million in 1958. That’s the ion of Fire- 
stone chairman Harvey Firestone, Jr. U.S. Rubber 


chairman H. E. Humphreys looks for 55-million this 
year, 56-million in 1958. 


More Ahead of the News > 
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Pontiac Problems-—Dealers may need special adapters 
to hoist 1958 Pontiacs on frame contact lifts. Some lift 
makers think frame design will make it difficult to 
find suitable lifting points for present adapters. 


AROUND THE COUNTRY 


Jobber Aid Wanted—aA blueprint to transform “Op- 
eration Bootstrap” into reality will be announced at 
the National Oil Jobbers Council meeting in Chicago 
this month. Suppliers will be expected to assist: for 
example, by encouraging their jobbers to participate 
in management institutes. The plan, proposed by 
NOJC counsel Otis Ellis at last June’s midyear meet- 
ing, is intended to help jobbers help themselves. The 
blueprint is being worked out by NOJC’s education 
committee. 





Call for Commission Plan—Is a commission plan the 
answer to retail price wars? Atlantic’s Dwight T. Colley, 
head of the API marketing division, thinks so. Atlantic 
is offering a commission setup to all dealers and dis- 
tributors in price war areas. A majority of dealers are 
accepting; the distributor program is too new for results 
yet. “We feel we can no longer simply sell at wholesale 
price and hope to heaven it comes out all right,” says 
Colley. He believes suppliers, distributors and dealers 
must assume “retail responsibility” for their product. 


What's “New?”—A court test is likely for Federal 
Trade Commission requirements on labeling re-refined 
lube oil. An examiner has ruled that the words 
“guaranteed re-refined” are not svfiicient to inform 
the public that the product is made from previously 
used oil. Re-refiners say their process actually makes 
the oil “new,” cite admissions that their products com- 
pete with major brands of lube oil rather than with 
filtered or reclaimed oil. 


é 
‘Wilshire Coup—Wilshire Oil Co. of California will 
convert 21 former Rocket stations in San Diego to 
its blue and white. The deal: purchase by Wilshire 
of “substantially all” retail operations of Armour Oil 
Co., including asphalt sales organization, 120,000-gal. 
bulk plant and rolling equipment. All motor fuels will 
be supplied by Wilshire’s Santa Fe refinery; the 21 
multipump stations currently do 2-million gal. gaso- 
line, 500,000 gal. other products. Addition of the sia- 
tions—formerly supplied by Richfield—gives fast- 
growing Wilshire (NPN—Sept., p114) over 35 sta- 
tions in San Diego area. 

& 


‘AT’ Push at Stations—Humble Oil is starting a new 
sales training program aimed to help dealers sell more 
automatic transmission fluid. Humble expects 75% of 
all cars on the road by 1960 to have automatic trans- 
missions. 


“84 








independents Cooperate—Look for the possibility of 


more private brand organizations. North Carolina in- 
dependents, ineligible for the state jobber association, 
have formed their own group and are looking for an 
executive secretary. President is R. EB. Taylor of 
Travelers Oil Co., Winston-Salem. He says affiliation 
with the Independent Brand Gasoline Marketers Assn. 
(NPN—Aug., p94) “will be discussed.” 


Midget Motor Move—As the number of outboard, 
power mower and other small-engine users increases, 
more manufacturers are offering replacement lines to 
service stations. Next on the program: instructions for 
diagnosing and correcting small engine troubles, in 
handy wall chart form. 


Company Operations for A California in- 
dependent, Douglas Oil Co., is aiming to 100% com- 
pany-controlled gasoline marketing, says president W. G. 
Krieger. It has raised the proportion from 65% to 80% 
of its 220 outlets during the past year, largely through 
a program of multipump station building. Eighteen 
new stations are scheduled for completion by January 
and another 20 over the next year and a half. Douglas’s 
building is being financed by $3-million in insurance 
loans, with stations costing $75,000 to $100,000 a unit 
including land. 


Bid for Canadian Trade—Watch for a British bid 
for more of Canada’s $750-million oil equipment pur- 
chases. Britain now gets about 7%; the rest goes to 
U.S. and Canadian firms. Only a small part of Ca- 
nadian trade with Britain—an estimated $75-million— 
goes for marketing equipment now. But British firms 
hope to increase their shipments of drums, tanks, com- 
pressors, meters, gages, tank cars and trucks. 


IN THE LABS 


New Field Still Open—tThe idea of an oil-fired 
ing and cooling units is still alive. Arkansas 
Gas Co., which took over Servel, Inc., will 
vel’s newly developed oil-fired air conditioner. 
will let another company market it. 


Less Pump, More Sell—Future pump islands will 
used much more extensively for product 
ing, if a Gasoline Pump Manufacturers ‘ 
followed. A GPMA conference panel says 
and computers are needed at islands; pump 
nisms can be at a remote location. 


Self-Recording —An experimental 
pump will transmit data to a remote point. 
pump, demonstrated at the GPMA conference, 
cords each sale as made. At the press of a button 
shows the day’s accumulated total. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) ............ 
Distillate fuel oil, thous. DOL) .............. ccc cc eeees 
Kerosine (thous. bbl.) .............. ve 
Residual fuel oil (thous. BBL) ... 2.2... ee cee eee 
Crude oil—B. of M. (thous. bbl.) ....................... 


Refinery Activity 
Crude runs to stills (thous. bbl, daily) .................... 
Foreign crude included (thous. bbl. daily) .............. 
% of refinery capacity operated ................... 


Refinery Output 
Gasoline (thous. bbl. daily) ................... sp ee 
Kerosine (thous. bbl. daily ........................--.. 
Distillate fuel oil (thous. bbl. daily) |. 
Residual fuel oil (thous. bbl. daily) ..................... 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) ............ 
Crude oil imports (thous. bbl. daily) .................... 


*Through 


Oct. 11. 
Source of Data; API Weekly Reports, except 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) ........ 
Average station gasoline price, ex tax (¢ per gal.) ........ 
**Gasoline consumption (million gal.) .................... 
Service station permits (number) ...................... 
Passenger cars—domestic shipments MD ei cs is. 
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Oct. 1957* Sept. 1957 Oct. 1956 
177,948 177,230 172,798 
172,683 170,133 158,871 
35,846 36,093 35,667 
59,041 57,882 48,400 
283,314 282,642 286,560 

7,757 7,099 7,608 
1,003 1,093 989 
86.2 88.7 88.4 
3,931 4,078 3,727 
254 282 356 
1,767 1,768 1,772 
1,063 1,129 1,082 
6,759 6,822 6,966 
954 1,053 1,004 
Latest Month Previous Month Year Ago 
12,165 (July) 13,330 11,267 
21.42 (Oct.) 22.33 21.74 
4,992 (June) 5,133 5,258 
861 (June) 958 972 
513 (Aug.) 475 3 410 
74 (Aug.) 77 69 
5,675 (Aug.) 5,826 5,359 
2,478 (July) 1,878 2,178 
51 (July) 





NPN PRICE AVERAGES* 
Refinery /Terminal 


(¢ per gal.) 
i9sTe* 1987 1986 


11.88 
11.05 









Gasoline 
(regular) 12.39 12.54 
Kerosine 11.1 i1.i 





at well 
($ per bbl.) 3.18 3.18 2.84 


“Weighted average price, princi- 
pal markets. 








































Supply and Demand 


They play an increasingly large 
part in the heating picture 


Light heating oils continue to take the largest 
share of refiners’ output of distillate fuels and gas 
oils, despite the large growth in demand for diesel 
fuel in the postwar years. 

In 1956, sales of the four grades of distillate 
heating oils were 58.4% of total distillate sales, a 
slightly larger proportion than 10 years ago. 

Use of the distillate fuels for heating purposes 
is growing at a greater rate than for other pet- 
roleum fuel products—tresidual fuel oils and kero- 
sine when used as range oil and No. 1 heating oil. 
Sales of the distillate fuels in 1956 (359,827,000 
bbl., as reported by the U.S. Bureau of Mines) 
were 167% larger than sales in 1946 (139,637,000 
bbl.). 

As contrasted with this growth, sales of residual 
fuel oils for heating purposes have grown only 
76%—from 49,734,000 bbl. in 1946 to 87,601,- 
000 bbl. in 1956. The rate of increase the past five 
years has been even smaller. Sales of kerosine for 
range oil and as No. 1 grade distillate fuel oil were 
reported as 103,485,000 bbl. in 1956, only a nom- 
inal increase from 1952. Rate of growth for this 
use of kerosine was only 23% from 1948 to 1956. 

Increased competition of coal and natural gas 
in large heating installations is part cause for the 
relatively smaller gain in residual fuel sales and 
the greater use of liquefied-petroleum gas has 
held kerosine to small gains. 

Among the four grades of distillate heating oils, 
the trend im sales is toward No. 2 grade. This is 
a distillate product for general-purpose domestic 
heating, with a maximum 90% distillation point of 
not over 675° F and a sulfur limit of 1%. Of the 
total sales of distillate fuels of 359,827,000 bbl. in 
1956, sales of the No. 2 grade of 275,816,000 bbl. 
were 76% of the total. This is the highest propor- 
tion for the No. 2 grade, except for 1954, when 
the proportion was also 76%. The proportion has 
been increasing. In 1950 sales of the No. 2 grade 
were 67% of total distillate heating oil sales; at the 
start of the postwar period they were 64%. 

The trend to the No. 2 grade is likely to con- 
tinue, experts believe. With ample supplies of 
crude oil available and with new processes avail- 
able for making and treating these products, re- 
finers can turn out increased volumes of this all- 
purpose domestic heating fuel. Last winter the 
percentage refinery yi of distillate fuel oil 
averaged 24% of crude oil run to stills for all U.S. 
refineries and some refiners were achieving yields 
of nearly 30%. 


The Trend Is to Distillates 
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The general rate of gain in sales of distillate 
fuel oils for heating purposes has slowed down 
during the last five years, as compared with the 
early postwar period. From 1946 through 1951 
sales of all grades of these fuels increased from 
139,637,000 bbl. to 249,758,000 bbl., an over-all 
gain of nearly 79%. From 1951 through 1956, 
these sales increased to 359,827,000 bbl. a rate of 


of natural gas for the home heating market. 
demand is expected to continue in the 
ahead. 

Fuel oil suppliers will have to 
on the weather for changes in their volume 
sales of these products than in the past, when 
large number of new burner installati 
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year provided for greater heating 
tion, even with a mild winter. 


Next to distillate heating oils, the largest 
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American railroads. From 1951 through 1956, 
rate of gain was smaller (49%), to bring 
sales of diesel fuel in 1956 to 180,834,000 bbl. 
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Use this faster way 


to make safe deliveries 
to underground tanks 


"99" Coupler 
with Sight Gauge 


97 Twisting Cap 


me 


97 Locking Cap 
Con be padiocked 


97 Adapter 


No. 97 
Ever-Tite 


ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever~ 
Tite No. 99 Coupler with full 3” I.D.—a coupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed—a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” I.D. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 


YU, 


wun 


Y) 








UMMM 


To operate,: just: push the couplér onto the 
adapter and press down the push rod which 
locks the coupler tightly to:the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap: The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


Se ss So 


3” LP.T. 2%" LP.T. 2” LP.T. 


97 Adapters for Ever-Tite “99 Coupler 
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This eye-catching picture 
is from one of the gaso- 
line ads in Sinclair's 
great new fall campaign. 





BLOWING “SWEET MUSIC” 
FOR SINCLAIR DEALERS 


Just as the picture above caught your eye, it will 
attract millions of motorists to Sinclair’s new adver- 
tising campaign. This new campaign promotes 
Sinclair’s two great new gasolines — Power-X and 
H-C. It means more “Sweet Music” for Sinclair 
Dealers — played on their cash registers. 


The ads are running in hundreds of newspapers. 
More than 4,000 billboards carry the message. 


Dino, the Sinclair Dinosaur, says: 
“Sinclair leads the industry 
in dealer assistance.” 


10,000 TIMES A WEEK: The campaign is highlighted 
by 10,000 announcements every week over 880 
radio stations. These Sinclair announcements are 
heard more often, more consistently than any other 
oil company commercials — radio and TV combined. 
Colorful sales promotion and point-of-sale are also 
attracting customers. 


Right now is the time to become a Sinclair Dealer. 
Talk it over with your Sinclair Representative. Or 
write Sinclair Refining Company, 600 Fifth Avenue, 
New York 20, New York. Ask, too, about the 
Sinclair TBA franchise, featuring Goodyear, the 
greatest name in rubber. 


INCLAIR 
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Zethaclate)| 


What a Trade Association 
Ought to Do 








The importance of trade associations in oil marketing, as well as in other 
industries, was brought into focus recently. Their responsibilities and short- 
comings were also emphasized. 

Because of the activities and influence of trade associations, the subject is one 
most oil marketers should be familiar with. The assistance provided to small 
business men by trade associations was a highlight of President Eisenhower’s Con- 
ference on Technical and Distribution Research for the Benefit of Small Business 
(pictures and details on pages 107, 110, 111). 


These responsibilities were listed: 

@ Management training and research. The small business man must be in 
a position to obtain expert advice on tax laws, personnel relations, advertising, 
customer relations, sales management, merchandising. He must be an engineer, a 
pricing expert, and preferably a good forecaster. 

“In providing ‘management know-how’ associations offer their greatest help to 
the small businessman,” declares Frederick M. Sutter, president of the National 
Automobile Dealers Assn. “I would remind you that the how of providing this 
help is as important as the what.” 

It is noteworthy that state jobber associations have been progressive in develop- 
ing management institutes for their members. 

@ Medium for the exchange of ideas, techniques and experiences. In 
this field, associations report on trends, compute statistics, explain legal matters 
and other fundamentals in the industry. 

The National Oil Jobbers Council has been trying to obtain from individual 
jobbers sufficient data on their operations to come up with useful profit and loss 
information. Council efforts have been hampered by meager returns; but the latest 
efforts are more promising. 

@ Personnel relations. Some associations have done extensive research in this 
field and have helped small businessmen with the problem of communications with 
employes, particularly regarding fringe benefits. 

@ Market research. Some associations dig up information on marketing, mer- 
chandising and sales potential. In oil marketing, most of that work has been done 
by suppliers. 

@ Motivational studies. Some research has been done on this subject in oil 
marketing, but it may be too broad and complex for trade associations in the 
industry. 


Associations whose main activities are legislative were sharply criti- 
cized. Legal, governmental and legislative work is an important function; but 
some officials overemphasize it. “Some associations aren’t doing any constructive 
things for their members,” says Arthur Motley, a conference leader. “All they do 
is go to Washington and try to get some legislation passed. They should be goosed 
into doing some of the constructive things for their members.” 

The most important objective an association can have is to raise the 
standards by which a business is conducted, says Mr. Sutter, NADA presi- 
dent. That is certainly a reasonable objective for all trade associations in oil 
marketing. 
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you can meet any lubrication specification if you 


BLEND WITH ENJAY PARATONE® 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants combin- 
ing cold-weather quick starting properties with high temperature, low consumption 
characteristics. These lubricants are all-season oils, featuring improved gas mileage. 
More and more refiners and blenders are relying exclusively on Paratone to produce 
the high “VI” required in these all-season oils. 


Through years of intensive research and development work with automotive manu- 
facturers, Enjay has developed the only complete line of high quality additives 
(Paramins®) that can assure marimum performance characteristics. Why not let this 
experience and know-how work for you? Write, wire or phone the Enjay Company 


Pioneer in 
today. 


Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 
Akron + Boston + Chicago + Detroit * Los Angeles * New Orleans + Tulsa 
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IDEAS — 


TO MAKE MONEY 


Here are just a few of the sharp money-making 
ideas for management men in this issue of NPN: 


Dealers often undercharge for services. You can help them 
by suggesting a realistic schedule. For 100 more useful ways 
to help small businessmen see page 110 


Today’s high costs make breakdowns extra expensive. You 
can keep truck downtime at a bare minimum by using a 
night crew to do regular maintenance work page 159 


Here’s a way to boost your dealers’ tuneup business. Suggest 
they find a good mechanic and set him up with a contract 
or commission to handle tuneup work 


Burner service costs too high? Find out how you could use 
two-way radio. It might save you man-hours and money — 
and help bring better service 


You can merchandise your station “extras” harder by stak- 
ing out a “service area” on driveways. Paint lines to mark it 
off, and promote it in your displays and ads page 123 


You'll find good ideas you can use in NPN 
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TUNEUP SERVICE: Should 
YES » say most oil marketers 


“The trend is toward more service. Anything that 
increases the revenue of dealers is good for us.” 
—Richfie'd of Calif. executive 


“The dealer, sometimes, has almost no choice in 
going into tuneup work.” 


—Midwest jobber 


“The dealer has one or two bays that cost him money 
to operate. If he could use them for mechanical 
work and make money, he'd be better off.” 

—Continental Oil Co. executive 


What Is Tuneup? 





A lot of services go by the name of tuneup, but often they’re not complete enough to deserve the title. 


The genuine article breaks down into three parts.* Here they are, with the equipment used in each test: 


Ignition 


Compression test 
Distributor analysis 
Time engine 

Check coil 

Check condenser 
High tension test 


Carburetion 


Check heat riser 

Check heat transfer to 
automatic choke 

Check air cleaner 

Check idling speeds and 
mixture 


Compression gage 
Distributor tester 
Timing light 
Coil-condenser tester 
Coil-condenser tester 
Coil-condenser tester 


Manual 
Manual 


Manual 
Tachometer, exhaust an- 
alyzer, vacuum gage 


*Exact definition may vary slightly, depending on which 


Check high speed oper- 
ation (at 2,000 rpm) 
Check accelerator pump 

Re-check idling 


Primary System 
Test battery 


Test cables 
Test solenoid 
Check generator output 


Check charging circuit 
Check voltage regulator 


experts you talk to. 


Tachometer, exhaust ana- 
lyzer, vacuum gage 

Manual 

Same as earlier check 


Battery tester (or gener- 
ator-regular tester, or 
similar combination) 

Same instrument 

Same instrument 

Same instrument (am- 
meter scale) 

Same instrument 

Same instrument 


NATIONAL PETROLEUM NEWS + November, 1957 





Special Report 


Your Stations Have It? 


NO , says a strong minority 


“We are definitely opposed to the idea of turning 


the service station into a garage.” 


—Humble Oil Co. executive 


“We want strict uniformity of service throughout 
all stations. Tuneup and light repairs would com- 
pletely ruin that uniformity.” 

—Standard Oil Co. of California executive 


MOTOR TUNEUP at stations is looming larger 
in the plans of oil men. One big reason: more 
dealers want it, and more dealers are doing it. 
Today many marketers are looking with new favor 
on this service, once considered a headache and 
a black sheep. Some majors who never encouraged 
tuneup before are now promoting it. 

Here’s what supporters think tuneup can do: 

e Raise gasoline and TBA sales 

e Increase dealer income and prestige 

e Develop more customer loyalty 

A vocal minority of marketers is still standing 
fast against tuneup, however. Here’s what the op- 
position has to say: 

e Tuneup hurts service and messes up stations; 

e It takes the dealer’s attention away from the 
gasoline business; 

e One bad tuneup job drives customers away, 
no matter how good other services may be. 

But even the opposition concedes that tuneup is 
booming. Before World War II, there was little 
electrical or ignition work done by dealers. Now, 
a recent private survey finds, 59% of all service 
stations do electrical and ignition work. The same 
survey reveals that 88% of dealers stock some kind 
of electrical parts, and 98% buy electrical parts 
from auto jobbers. 

Backstopping these facts, the survey found a 
loss in tuneup business by repair garages. In 1948, 
30% of tuneup work was done by garages. By 
1955, that had dropped to 24% and indications 
are that the ratio is still declining. 

On the other hand, marketers report that light 
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repair work at stations is remaining about constant. 
But one major is promoting it, and some marketers 
say it holds good dealer profit opportunities. Most 
majors don’t like the idea; they feel it’s too easy 
for a dealer to get in over his head. 

Training on the Rise—Finding the right man for 
the job is an even bigger problem when it comes 
to tuneup. Today more station men are attending 
equipment manufacturer’s schools to learn motor 
tuneup. Allen Electric and Equipment Co. reports 
that 95% of the trainees in its ignition classes come 
from service stations. Ten years ago, says the com- 
pany, only 5% came from stations. 

The scope of tuneup is broadening. Once, a 
mechanic could tune most engines with pliers, a 
screwdriver and a keen ear. But cars grow more 
complex every year. In some models, even plug 
removal is complicated. “Minor tuneup,” as a 
Union Oil man says, “is not so minor anymore.” 

Intricate equipment is becoming a must for 
tuneup work. But though the number of dealers in 
tuneup increases steadily, many can’t go into it for 
lack of training and capital. 

Several companies are studying ways to make 
more training and better equipment available to 
dealers. Shell, Conoco, Esso and Richfield already 
have programs under way. Others, like Union and 
Cities Service, are likely to move that way soon. 


Like the one-time resistance to TBA and—more 
recently—vending machines, oil’s opposition to 
tuneup work is fading rapidly. Customer preference 
and dealer demand are moving forces behind this; 
the changing nature of oil merchandising is the root 
cause. (Continued on page 94) 





(Begins on page 92) 


Why Service Station Tuneup Is Growing 


“The number of cars on the road is increasing 
faster than the facilities to handle them,” says 
C. C. Garofalo, head of Socony Mobil’s Interna- 
tional Training Center. 


Motor vehicle registrations are at an all-time 
high of more than 65-million and are increasing all 
the time. One reason is the rise in automotive 
“birthrate’—more cars rolling off the assembly 
lines. Another is the decline in “death rate.” In 
1925, the average scrapped car was 6.5 years old 
and had gone 25,000 miles. Today it’s 14 years 
old and has 135,000 miles behind it. 


Repair garages can’t keep up with the over-flow 
business. They’re concentrating on heavy repairs 
and work that falls under sales warranties. Auto 
makers recognize this and are taking steps to cut 
down on field maintenance. 


In the meantime, customers must go somewhere 
for tuneup work. The station is a natural place. 


Design Makes a Difference—Car design has has- 
tended the trend. Other fields have been invaded 
by the do-it-yourselfers. But the modern auto is too 
complicated for amateurs to tinker with. It has a 
longer life, but it requires more frequent, finer ad- 
justments. A recent survey indicates that home 
tuneup jobs dropped from 16% in 1940 to 9% 
in 1956. 

Octane requirement is still another factor. Super- 
premiums do modern cars most good when timing 
and dwell angle are perfect. The desire to sell top 
grades of gasoline is a powerful force in pushing 
tuneup at stations, many marketers say. 


For dealers, the overflow of tuneup business 
could be a blessing. Margins on gasoline continue 
to look smaller in the face of stiff competition and 
higher operating costs. The decline of lubricating 
oil ratios is beginning to hit dealers. For many, 
tuneup represents a welcome source of added prof- 


its. Estimates run from the low hundreds into the 
thousands—it depends on how well you do it, and 
how hard you promote it. One good measure: 
average gross margin on labor and parts runs about 
40%-50%. 


In a recent survey of one marketing area, 90% 
of the dealers reported that tuneup activity also 
helped increase their gasoline and oil sales. 

Although dealers have been putting the pressure 
on oil companies to encourage tuneup at stations, 
much of it comes to them unsolicited. An official 
of Allen Electric says 90% of tuneup comes into 
service stations with no effort on the dealer’s part. 
“The business,” remarks John Finsland of Shell 
Oil Co.’s retail department, “has nearly fallen into 
our laps.” 

What Customers Want—The reason, of course, 
is the customer. He may grow tired of long waits 
for service in crowded garages and he may be dis- 
turbed by the necessarily high service charges of 
a garage staffed with expert mechanics. 


But more than this, he wants to trade with the 
neighborhood service station. He trusts the dealer, 
as the recent Chicago Tribune survey points out 
(NPN—Mar, p108). 

Then, too, the customer is used to shopping in 
supermarkets. He is getting used to the idea of 
one-stop service and prefers to take care of as 
many automotive needs as possible in one place. 


“We have had more autos longer than any other 
nation,” says Socony’s Garofalo. “And we have 
come to take for granted many services offered by 
stations.” In fact, the customer is so accustomed 
to a full line of services that if he can’t get them 
at his neighborhood station, he may look for a 
station where he can. “The dealer, sometimes, has 
almost no choice in going into tuneup work,” says 
a midwest jobber. 


What Marketers Think About Tuneup 


Even among marketers in favor of more tuneup 
at their stations, there’s ready agreement that tune- 
up without control by the dealer spells trouble. 

The primary business of the service station is 
gasoline sales, they say. Nothing should interfere 
with this. They advise marketers thinking about 
tuneup to follow these four basic rules: 

1. Keep a sharp eye on the other parts of your 
business. A clean station and sharp island service is 
doubly important when undertaking tuneup pro- 
grams. 

2. Offer as full a line of tuneup as possible, but 
avoid heavy work. Stay away from rebuilding jobs. 
Don’t spend more than two hours on any one job. 

3. Maintain constant high quality work. A bad 


tuneup reputation could spoil your whole operation. 

4. Keep trained mechanics busy all the time with 
productive work. A good way to do this is to run 
tuneup work on an appointment basis. 

“We're for It’—Some companies are hotter for 
tuneup than others. Shell is one of the leaders in 
the swing to increasing the number of services of- 
fered by its stations (see scoreboard, page 95). 


Shell thinks tuneup is definitely in this class. 
The company is sponsoring a package equipment 
deal to its retailers, including a new electronic de- 
vice—an oscilloscope—for tuneup work. Cost to 
the dealer: about $750. Shell worked with Sun 
Electric Corp. and Du Mont Laboratories to find 
a way of making this equipment available to deal- 
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Special Report 





What 26 Companies Think About Tuneup Service 


Strongly in Favor: 





Carter-——Encourages dealers to take on ‘light” tuneup 
Conoco—Encourages dealers to take on “light” tuneup 
Esso—Recommends for most stations 

Richfield (Calif.)}—Encourages dealers; permits credit 
Shell—Encourages dealers; permits credit 
Sinclair—Encourages dealers 


In Favor, With Limitations: 


Gulf—Encourages “better” dealers 

Leonard—No general rule; each case viewed separately 
Ohio—No general rule; each case viewed separately 
Pure—Limits approval to “light” tuneup 

Secony—No general rule; each case viewed separately 
Speedway—OK, if dealer has proper training 





ers, including time-finance plans. 


Shell also has an experimental program under- 
way in the Chicago area to test the possibility of 
doing automatic transmission adjustment work at 
stations. 

There are other companies equally as enthusi- 
astic as Shell. Richfield of California, for instance, 
is taking on the complete line of Allen electronic 
tuneup testing equipment for resale to dealers. 
Dealers must agree to attend the Allen school for 
tuneup training. 

Esso Standard Oil Co. is also in favor of tuneup 
at its stations. The company is working on a new 
device—a combination timing light and tachom- 
eter—to offer dealers at a low price. Edwin Mott 
of Esso’s marketing department says, “We believe 
tuneup definitely helps gasoline sales.” 

“We're Against It”—At the other end of the 
spectrum, a few companies don’t like tuneup at 
stations. They freely admit that many dealers do 
this work, but say they don’t encourage it. 

A spokesman for Humble Oil Co. says that 
tuneup clutters stations and interferes with the 
primary job—selling gasoline and TBA. 

Standard Oil Co. of California says its chief 
concern is the quality of work likely to be done at 
stations. The company doesn’t want to lose cus- 
tomers through bad tuneup jobs. In addition, says 
a company spokesman, “We can’t justify the ad- 


Neutral or Studying: 


Amoco—OK, if there’s plenty of space 
Atlantic—OK, if dealer has proper equipment 
Calso—Leaning toward active encouragement 
Cities Service—In favor, but restudying program 
Indiana Standard—Staff study underway 
Sun—Plans to make study 

Tidewater—OK, if dealer sticks to light tuneup 
Texaco—Has “hands off” attitude so far 
Union—Studying philosophy and program 





Not in Favor: 





Frontier—Says training and control are difficult 
Humble—Says tuneup may hurt rest of business 
Phillips—Says petroleum products get main push 
Sohio—Strictly limits services at controlled stations 
Standard (Calif.)}—Says uniform service may suffer 


ditional expense and time that tuneup and light 
repair would take.” 

“We're in the Middle”—-Between the two ex- 
tremes, some companies are in favor of tuneup, 
with reservations. Others are studying the problem, 
ready to move one way or another. 

A few companies are divided within themselves. 
As one marketer puts it, “We teach new dealers 
at our training schools that tuneup is the modern 
way to run a service station. But in the divisions, 
he is told that it will ruin his gasoline business.” 


Union Oil Co. and Cities Service Oil Co., both 
impressed with the amount of tuneup done by their 
independent dealers, have undertaken study pro- 
grams to see what tuneup can do for dealers. In- 
dications are that reports will be in favor of tuneup, 
but specific recommendations won't be known for 
some time yet. 


Socony is cautiously in favor of tuneup, but says 
that “each station must be judged individually.” 
The company emphasizes that in its training pro- 
grams it doesn’t try to make expert mechanics out 
of dealers. “We don’t teach any service that dealers 
can’t learn in one day,” says trainer Garofalo. 

Gulf Oil Co. once had a program to make chassis 
dynamometers available to dealers going into tune- 
up. The company still thinks tuneup is a sound 
proposition for the right man in the right spot, 
but it no longer underwrites the dynamometers. 


How Marketers Can Promote Good Tuneup Work 


Tuneup mechanics don’t spring up like toad- 
stools. They have to be trained. Even with proper 
training, it takes a couple of years’ experience to 
really master the trade. 

The first job is to see that your dealers and their 
mechanics have training facilities available. Some 
companies do this through their own dealer train- 
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ing schools. Cities Service sticks strictly to this 
policy. The company says “Equipment schools 
are not basic enough for new dealers. Later on, 
it might do a man some good to go to an equip- 
ment school.” 


Esso uses its new retail training school chain 
(25 centers) to indoctrinate dealers with the basic 





(Begins on page 92) 





Tuneup training is booming. Above, instructor reviews automotive electrical system at Auto-Lite school 


fundamentals of tuneup work. A company spokes- 
man says, “We can’t make a man with no mechan- 
ical background an expert in five days. But we can 
give him some insight into the nature of repair 
problems.” 

Shell encourages its dealers to attend the train- 
ing schools of equipment makers, but they are also 
considering bringing the schools into the Shell pro- 
gram. In various Shell divisions, equipment men 
may lecture at Shell training schools. Esso already 
uses equipment salesmen at some of its retail train- 
ing schools. 

Outside training Schools—Most tuneup training 
is done in specialized schools run by the makers of 
tuneup test equipment. Some courses are free and 
the highest runs about $50. 


Leaders in the field of tuneup training are Allen, 
Auto-Lite, Carter, King, and Sun. United Motors 
Service, a division of General Motors, also runs 
training courses open to oil marketers. Most of 
these companies have schools in your area. Their 
hours are generally designed to suit you and your 
dealers—evening classes predominate. You can 
learn more about them by contacting the field 
office nearest you. 


The Automotive Electrical Assn., trade group 
for equipment manufacturers, is reportedly plan- 
ning to develop still another training course. Plans 
may be drawn up at the group’s December meeting 
in Chicago. 

Leaping the Cost Barrier—Even if a man has the 
proper background in tuneup, he may be stumped 
by the high cost of today’s electronic equipment. 
A dealer interested in tuneup can spend as much 
as $3,000 on testing equipment for a service sta- 


tion, although the job can be done for consider- 
ably less (see page 98-102). 

“If a dealer is to buy his own equipment, a 
time payment plan is essential,” says Richard As- 
kin, sales promotion manager for Sinclair. Many 
equipment companies do offer easy payment plans 
to dealers. And one major oil company is seriously 
considering giving straight financial aid to prom- 
ising dealers who need tuneup equipment but can’t 
afford it. 


Charges for a tuneup job vary all over the lot. 
The basic price is between $3.95 and $12.50, 
without parts. An extensive job may cost a cus- 
tomer $20 or more. In this case, it may be the 
customer who needs help. 

Some companies allow tuneup work to be 
charged on credit cards. Shell authorizes service 
charges up to $50. Richfield followed suit, as of 
Nov. 1, by permitting tuneup and brake work to 
be charged. Esso doesn’t allow labor to be charged, 
unless it is a charge for installation of parts, which 
tuneup often is. Gulf says it will permit charging 
of service work “under limited conditions.” Cities 
Service reports that the question of credit for tune- 
up is one of the items currently under study. 


Dealers who go into tuneup will need continuing 
advice from jobbers and suppliers. Socony gives 
dealers this set of principles to consider: 


“ e@ Perform simple services properly. There’s a 
big profit potential in the simplest jobs. 


e Farm out the heavier work. 


e Analyze the service charges of neighboring 
stations and stay competitive. 


~~ e Thoroughness is more important than variety. 


What's Ahead for Station Tuneup? 


Marketers expect still more expansion in the 
tuneup field. “There is increasing pressure on the 
dealer to offer a full line of services,” says Garofalo 
of Socony. Shell’s Finsland agrees. 

By 1960, it’s estimated total vehicle population 
will be over 73-million. At 1957 prices, personal 


disposable income is expected to rise 11.3% from 
$300-billion this year to $334-billion in 1960. This 
means almost unlimited opportunities for service. 

Many marketers predict a continuing drop in 
lube oil ratios at service stations. For the dealer, 
this means supplemental sources of income are a 
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must. Tuneup can move into this widening gap. 


The Pressure Is On—Looking ahead, experts 
say there will be rising demand by consumers for 
full-line services at neighborhood stations. Mar- 
keters may not agree on the basic causes for this, 
but they read the same result: a bigger share of tune- 
up, light repair and accessory business for stations. 
As cars become more complex the do-it-yourself 
fad will have an ever-declining influence in the 
automotive field. 


This complexity will in itself promote more 
tuneup business. Advanced engineering and design 
will produce cars with closer tolerances. They'll 
have longer road life, but they'll require more fre- 
quent, detailed adjustment. 


Increasing fuel sensitivity of high-compression 
engines may everitually make more tuneup con- 
verts among marketers. New 12-volt systems and 
air-conditioning units will offer increased profit 
potential for dealers. 


One of the more startling changes will be the 
swelling demand for more and better training in 
tuneup and light repair services. A recent survey 
by United Motors Service shows that 64% of all 
dealers want more training than they now have. 

Socony’s Garofalo says, “This is an age of 
specialists.” More and more dealers will attempt 
to add specialized services. If this proves impossi- 
ble, look for a trend to more qualified mechanics 
working in service stations on a commission or con- 
tract basis. This arrangement is already proving 
profitable in some stations. 


How to Get Mechanics—The shortage of skilled 
mechanics will force oil marketers to take even 
more interest in training schools—both their own 
and those run by equipment companies. Vocational 
high schools will come into new favor. It’s esti- 
mated that 40,000 qualified mechanics per year will 
be needed in the next 18 years. At present, voca- 
tional schools are turning out a third of that number. 


One marketer is proposing that oil companies 
concentrate much of their training effort in high 
schools. “It’s to our advantage,” he says, “to see 
that schools are provided with up-to-date manuals 
and modern equipment.” This same marketer sug- 
gests that oil companies follow up with more in- 
tensive formal training programs of their own. On- 
the-job training, he insists, is only a half-way meas- 
ure. 

To provide stop-gap training in the present crit- 
ical period, one marketer suggests that companies 
do away with teaching the theory and function of 
engines. “With so much automatic equipment on 
today’s cars,” he says, “we can teach simple ad- 
justments without spending a lot of time on what’s 
behind it.” 

Stations Will Change—Tuneup will have its ef- 
fect on station design and merchandising tech- 
niques, too. One major company is reportedly 
willing to remodel and enlarge stations for dealers 


Special Report 





ON THE COVER: Oscilloscopes are a hot new development 
in electronic engine testing. Here Shell dealer Fred Nagel, 
Richmond Hill, N. Y., trains one on a late model car 


is ready to spend from: $15,000 to $20,000 per 
outlet, if it’s convinced the dealer is capable. 

Two other companies are reportedly thinking of 
adding an extra bay for stations that take on tuneup 
work. This might help lick the law of diminishing 
returns—the point at which overcrowding makes 
further tuneup work unprofitable. 


One marketer who has been doing a lot of long- 
range thinking about tuneup says there are two pos- 
sible setups for the service station of the future. 
One is the establishment of tuneup stations around 
a central supply point. As tuneup work is in prog- 
ress, the mechanic could call for “fire engine” de- 
livery of needed parts. 


A sounder alternative, this marketer thinks, is 
the creation of a new kind of outlet—the super- 
service center. This would be a multi-bay multi- 
pump station offering a full range of tuneup and 
light repair services. A key merchandising feature 
of the station would be a huge salesroom stock- 
ing almost every conceivable automobile accessory. 

Such stations would be spotted strategically 
through marketing areas—much like shopping 
centers. (As a matter of fact, this marketer sug- 
gests that some might be set up in shopping 
centers.) 

Such a station would be independently run. The 
dealer would be a businessman—not a tuneup 
expert or a driveway salesman. He would hire 
service managers, sales managers and accountants. 
The entire operation would be built on quick, 
sharp service. No job would take longer than two 
hours. Most would be much shorter than that. 

The customer, this marketer thinks, would be 
happy to rely on such a station for his complete 
automotive needs. And, he says whimsically, such 
a station would be tough competition for anybody 
to beat. * 


What Does It Take to Do Tuneup? 
To find out what tools and equipment your 





who want to go into tuneup work. The company dealers should have, please turn the page aa=_p> 
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Tune UP- TESTER 


MAXIMUM: 





A $2,700 outlay like this will put your dealers into tuneup on a large scale 


Here's What It Takes to Do 


COMPETENT TUNEUP today is a matter of hav- 
ing the right meters and gages (for a list of the 
equipment shown above, see pages 100-101). These 
special tools cost money, but manufacturers say it 
pays its way—and most oil men agree. They don’t 
like to see dealers fooling around with tuneup on a 
shoestring. It’s the complete job that brings the 
most profitable price, and mediocre work just drives 
away good gasoline customers. 


If you’re unfamiliar with the field, it may seem 
difficult to choose the right equipment. Meters are 
offered in single-purpose units and in combinations 
with some duplicating and overlapping functions. 
The variety is great. 


Yet dealers don’t have much trouble investing 
their money wisely. They soon learn that versatile 
equipment does fast, profitable work. 


For example, Allen Electric Co. offers three 
combinations especially for oil marketing. Allen 
says dealers prefer the top-price group (at 
$1739.15) two-to-one over the less complete com- 
binations ($1468.65 and $739.85). 

The most complete equipment lineup (above, 
left) carries a price tag of $2,767. It includes 
everything a dealer needs for quick, competent 
tuneup. 

Pictured also (above, right) is a package for the 
dealer who wants to start with a minimum. It 
would cost him $178.50. Dealers might also want 
a compression gage ($30), which would raise the 
total cost to $208.50. 

Here’s a rundown on individual testing units: 

Oscilloscope—First offered last year, it’s a con- 
troversial newcomer. When connected to a run- 
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MINIMUM: 


EI 


This $178 equipment package is enough to give dealers a start in tuneup 


Good Tuneup Work 


ning engine, the ignition circuit for each cylinder 
throws a wavy line pattern across a screen. Any 
faults in the ignition system cause the pattern to 
change shape, and indicate to the mechanic what 
corrections to make. Unlike other instruments, it 
gives a quick picture of overall performance that 
the customer can see while he waits. 

Allen B. DuMont Laboratories introduced the 
oscilloscope. Heyer Industries and Sun have their 
own versions now, and Snap-On Tools Corp. is 
introducing one this month. Allen and probably 
King Electric Equipment Co. will follow soon. 

DuMont’s costs $725; Heyer’s $525; Sun’s $535. 
Two of the new makes are expected to cost close 
to $500, while the third may be lower-priced. 

Manufacturers differ on how far you can go with 
the “scope” as a tuneup aid. Sun suggests as mini- 
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mum equipment its Sun-Scope Model SS ($535); 
tach-dwell meter ($90); timing light ($36); com- 
pression gage ($30); vacuum gage ($28). The full 
package, including high-tension pliers, costs $719. 

Heyer offers a similar package, with minor dif- 
ferences. It claims the scope can be used for check- 
ing breaker dwell and—with the aid of a small 
accessory—compression on all cylinders. 

DuMont has added several accessories since it 
brought out its scope. A valve testing pickup 
($29.50) converts pressure and vacuum changes in 
the exhaust and intake manifolds into electric 
signals that show on the scope. Like Heyer’s ac- 
cessory, it provides for a compression test without 
removing the spark plugs. A timing and advance 
pickup ($37.50) is said to facilitate engine timi:g 
and provide a check on spark advance. Unique 





(Begins on page 98) 


with DuMont is a flame pickup ($32.50) and a 
noise and vibration pickup ($72.50). These detect 
conditions not related to tuneup. 


The scope has its strong points and its weak 
ones. On the strong side, it’s highly useful for spe- 
cific checks. It also has promotion value: many 
dealers find it pays to show the customer a “pic- 
ture” of his ignition system. Some offer a free pre- 
liminary check as a customer attraction. Others 
offer it with every two or three oil changes; as a 
seasonal promotion; or at a charge of $1 or $1.50, 
deductible from the tuneup ticket if a job is 
needed. 


While the scope will pinpoint many trouble 
spots in a single test, it does have limits. It may 
indicate low primary voltage, for example, but the 
dealer will need some form of generator-regulator 
tester to check the generator, battery and other 
primary circuit components. 

Eventually, most dealers also find they have to 
do a good job of carburetor adjustment. For that 
they’re likely to want an exhaust analyzer and a 
tachometer. And there are some who insist there’s 
no substitute for a distributor tester. They feel it’s 
essential for checking spark advances and correct- 


ing any distributor faults that may be indicated on 
the scope pattern. 


Tach-Dwell Meter—One notion that dies hard 
is that you can adjust a carburetor by ear. In very 
early days the mechanic tried for as lean a mixture 
as possible and set the idling speed just above 
stalling. Instruments were for the factory. 


For modern engines mechanics need a tacho- 
meter to set idling speed within a specified range. 
This calls for the dual-purpose “tach-dwell” meter. 
Attached to the distributor, it registers engine speed 
on one of its two scales. The other reads the length 
of contact (or “dwell”) at the breaker points in 
terms of degrees of a full revolution. 


In common with most test instruments, some 
tach-dwell meters are more elaborate than others; 
added features can be built in. Typical of the 
simpler form is Snap-On’s MT-415 ($64.50). Allen, 
Sun and King offer others ranging from $90-$100. 
Allen also builds it into a combination device 
called a Uni-Tuner ($303.65). 


Coil-Condenser Tester—To check the coil itself, 
the dealer needs a high tension meter. Most are 
called coil-condenser testers, or something similar, 


MAXIMUM equipment outlay for tuneup service, as pictured on page 98, includes these components: 


ELECTRONIC TOOLS HAND TOOLS 


Total Cost of Electronic 


Battery-Starter Tester 
(including pedestal) 


. Distributor Tester 

. Tuneup Tester 

. Oscilloscope 

. Cabinets @ 

. Master Motor Tester 
- Volts-Amps Tester 


$128 


$817 
$363 
$535 

$60 
$630 


. Feeler Blades 


(distributor) 


. Wrenches (full set) 
. Ratchet with deep 


socket 


. Spark Plug Gapper 
. Screwdriver 
. Pliers 


about 
about 


about 
about 
about 
about 


Test Equipment $2652 
With Cabinets $2772 
Hand Tools $ 24 


Total Cost of Package $2796 


(Cost of hand tools in box depends on 
selection of tuneup mechanic) 


. Ignition Pliers about 
. High Tension Pliers about 


Equipment in pictures courtesy of 
Sun Electric Corp. 


(including pedestal) $143 
. Timing Light $36 
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and can be used to check the condenser, distribu- 
tor cap, and the rest of the high tension circuit, as 
well as the coil. Some have built-in spark gaps 
for testing spark plugs. Typical units are King’s 
($78.50) and Allen’s (124.50). 

Distributor Tester—Another argument against 
tuneup without instruments is that spark advance 
mechanisms can’t be checked without a distributor 
tester. Most modern engines have dual spark ad- 
vance devices: one reacts to manifold vacuum, the 
other to engine speed. The only way to check auto- 
matic spark advance is with a distributor tester or 
an oscilloscope accessory. 


Some distributor testers will do this job while 
the distributor is on the car. These are usually com- 
bination instruments that also duplicate the fun- 
tions of a tach-dwell meter. However, many deal- 
ers like to remove the distributor and check it on 
a bench-type tester. That provides a check on 
bushing and plate wear, point bounce and all other 
conditions affecting distributor performance. 

Bench-type testers are expensive. King’s D-9 is 
$495; Allen’s two Syncrograph models are $599.50 
and $733.95. Sun’s combination unit is $817. 


Compression Gage—Many specialists think a 


MINIMUM outlay, shown on page 99, includes: 
1, Tachometer and Dwell Meter $90 
- Timing Light $36 
. Feeler Blades (distributor) $1 
$9 


$1 
$1 
about $1 
about $1 
about $3 
$28 


Total Cost of Package about $178 
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Equipment 


cylinder-by-cylinder compression test should pre- 
cede every tuneup. If even one cylinder is below 
par, tuneup won’t help. Cost: about $25-$30. 


Vacuum Gage—A manifold vacuum test will 
detect a hung valve. Like the compression test 
it indicates trouble outside the tuneup area. Most 
gages will also check fuel pump condition. A 
typical unit costs $11.50. 


Timing Light—Even elementary tuneups call 
for a timing light to set the spark at specified 
degrees from dead center. A new oscilloscope 
accessory at $37.50 is the only substitute. Con- 
ventional timing lights use a stroboscopic beam 
principle. Add features make prices range from 
$6.50 to $36. 


Exhaust Analyzer—This meter measures the 
exhaust stream electrically to determine the rich- 
ness or leanness of the fuel-air ratio in the car- 
buretor. Allen’s combustion analyzer E-1206 is 
$130; King’s G-216 is $99.50. 


Testing the Primary Circuit 


Some dealers like to start a tuneup job by check- 
ing battery, starter, generator and voltage regula- 
tor. Others leave that until last. 

In theory, if the ignition system is delivering 
a good spark, the primary source of current should 
be in good shape. But there are good reasons for 
making sure. It’s a guard against customer com- 
plaints, and it leads to replacement sales. 

Generator Regulator Tester— This is dual- 
meter instrument to check the generator and vol- 
tage regulator. The simplest costs about $45; 
with added features, it runs up to $143. 

Battery-Starter Tester—Another dual-meter in- 
strument, with a built-in resistence for testing per- 
formance under starter load and checking voltage 
loss in the cable and solenoid. Typical models 
range from $99.50 to $150. 

Replacement and Repairs—Tuneup increases 
sales of TBA staples like batteries, spark plugs 
and cables, and dealers inevitably add contact 
points, distributor caps, condnsers, coils and leads. 
From there it’s just a step to a limited replacement 
stock of generators, regulators, fuel pumps and 
other parts. 


This calls for no special equipment. But if a 
dealer is tempted to repair generators, starters, or 
carburetors, he’ll need specialized units like arm- 
ature growlers and commutator lathes. Equipment 
manufacturers will be glad to fix him up—but 
that’s a whole new business. Such shops may be 
part of future stations, but today few dealers have 
ventured so far afield. » 


How Do YOU Stand on Tuneup? 


Would reprints of this special report be useful 
to your organization? They'll be available soon, 
at 75¢ each. For quantity rates and information, 
write Reader Service Dept., National Petroleum 
News, 330 West 42nd St., New York 36, N. Y. 








@ Amlico’s oval superimposed on Petrofina’s shield—that’s the new brand- 
mark sported by this new American Petrofina station in Garland, Tex. 
The lessee multipump is American Fina’s first under the new brand. 


SIGNIFICANCE: You can expect to see the sign popping up at many more 
new outlets in the Southwest before long. 


™@ Marketing methods of some of the 
nation’s most successful private brand- 
ers are now being studied by a private 
research organization. 
SIGNIFICANCE: The major paying the 
bill wants disinterested observers to 
analyze their techniques. 


@ Internal Revenue Service says it 
collected $1,458,217,000 in federal 
gasoline excise taxes during the fiscal 
year ending last June 30. This repre- 
sents a gain of $428-million over col- 
lections made in the previous fiscal 
year. 

SIGNIFICANCE: The big gain reflects 

the 1¢ gal. boost in the gasoline tax 

voted by Congress in 1956. 


@ Liquefied-petroleum gas will do 
some national advertising on American 
Gas Assn.’s television show, Playhouse 
90, during the pre-Christmas season. 
Bing Crosby will do the LPG commer- 
cials. 
SIGNIFICANCE: Its LPG’s first attempt 
at big time promotion, and evidence of 
the growing competitive stature of the 
fuel. 


@ Recent survey by Bureau of Labor 
Statistics shows that 25% of service 
station employes earn less than $1 per 
hour. Ten per cent are under 75¢ per 
hour. Average hourly wage at stations 
is $1.21. 

SIGNIFICANCE: Congress ordered survey 

and is considering extending minimum 

wage legislation to service station field. 


102 


@ In a driveway experiment, dealers 
of one major company tried greeting 
25 motorists with the words, “Yessir, 
may I help you?” The next 25 were 
greeted with the question, “Fill it up?” 
In an 80-district test area, the second 
question pulled 17% higher sales. 
SIGNIFICANCE: The “fill-it-up” approach 
is an old saw that still has sharp teeth. 


@ There are now 6.2-million house- 
holds in the U. S. owning two or more 
cars, according to a survey by Alfred 
Politz Research, Inc., for Look maga- 
zine. That’s 1.2-million more than a 
year ago, for a total of 13.1-million 
cars. 

SIGNIFICANCE: Multi-car families are 

growing fast. There’s one for every 

five single-car families now. 


International Revenue Service rules 
that marketers aren’t entitled to a 
federal tax refund on gasoline lost in 
an accident. The agency points out 
that dealers and distributors get a 
refund when gasoline is used for off- 
highway purposes. But it says gaso- 
line lost in a casualty is not used and 
therefore doesn’t justify a refund. 
SIGNIFICANCE: Another setback to job- 
ber efforts to get refunds on stocks 
destroyed before sale. Congress is con- 
sidering a law to grant such refunds 
on stock lost in a national disaster 
declared by the President. But it’s re- 
fused to entertain National Oil Jobbers 
Council proposals that refunds should 
apply in any national disaster. 


@ Clark Oil & Refining, preparing to 
enter exploration and production in 
1959, plans to boost capacity of its 
Blue Island, Ill., refinery from 21,000 
b/d to 30,000 b/d. It will also build 
a 15-mile 8-inch products pipe line 
from the refinery site to its Lake 
Michigan terminal at Hammond, Ind. 
SIGNIFICANCE: The Milwaukee inde- 
pendent is moving fast toward integra- 
tion (the company already has over 
25,000 acres of production leaseholds). 
Some marketers think this may signal 
expansion beyond Clark’s present 9- 
state Midwest market area. 


@ Federal Trade Commission says it 
has no complaints to file at this time 
against trading stamp companies or 
retailers who give stamps. The com- 
mission says it does not think stamp 
plans are illegal in themselves. How- 
ever, it will keep stamp plans under 
routine study. 
SIGNIFICANCE: This ends FTC’s special 
inquiry into stamps, started two years 
ago by Congressional criticism and 
public complaints. FTC was looking 


for possible illegal practices in the 
stamp industry, apparently found none. 


@ Plans of Commerce Oil Refining 
Corp. to build a refinery at James- 
town, R. I., have struck a new snag. 
Office of Defense Mobilization won't 
renew a fast tax write off certificate on 
grounds that the project might “con- 
flict” with adjoining naval stations. 
The refinery has already been under 
fire from residents of nearby beach 
areas. 
SIGNIFICANCE: The ODM action seems 
to reflect a new, tougher policy toward 
extension of unused tax writeoff cer- 
tificates. 


@ A new low-pressure domestic oil 
burner made by Gilbert & Barker is 
being test-marketed in New England 
by Esso Standard Oil Co. A general 
sales program is set for 1958. The 
selling pitch: Esso guarantees the 
homeowner a lower fuel bill. If it 
figures wrongly, Esso will refund the 
difference between actual and pre- 
dicted savings, or reinstall the old 
equipment and refund the purchase 
price of the new unit. 

SIGNIFICANCE: The “special deal” — 

should appeal to homeowners 

boost oil heat’s acceptance. 
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Greatest Plus in Gasoline History! 


ASHLAND 


Ashland’s A-PLUS Gasoline... 


World’s Most Revolutionary Motor Fuel 
plus Gasoline’s Most Exciting Advertising 


Bares GASOLINE! Bars PROMOTION! 
No other gasoline compares with Newspapers! Radio! Television! Intro- 
A-PLUS! Satisfies super-octane needs of to- = duces millions of motorists to Ashland’s amazing 
day’s highest compression cars—gives cars new super fuel. 205 newspapers in Ashland’s ten 
knock-free performance, smooth, instant ac- _ state area carry full page ads to more than 5 mil- 
celeration—holds power at all speeds. A-PLUS —_—jion readers! 110 radio stations bombard over 
Power Blend keeps new cars new—gives neW >. 599,000 homes and millions of cars with A-Plus 
life to older cars and PLUS-miles per tankful sscline news. Tilsen Mbit eee 
for YOUR CUSTOMERS! 8 6 oe 
Browns football games and other year-round, 
half-hour television programs tell Ashland’s 
Super Fuel story in more than 2,500,000 homes. 
Outstanding point of sale display material for 
every service station to attract A-Plus customers 
for you. 


All, to bring you the BIGGEST 
PLUS IN GASOLINE BUSINESS. 


If you are not already an Ashland distributor, 
jobber or marketer, then, join the Ashland A- 
Plus Promotion to Booming sales . : . call us now 
at any of our conveniently located offices. 
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FOR MORE CUSTOMERS 
AT YOUR PRESENT (SLANDS 


WAYNE DUO PUMPS 











You can service twice as many cars without 
giving up a single inch of island space by 
switching from your present single pumps to 
Wayne Duo Pumps. 

Wayne Duos are built in the same housing as 
a single dispenser—two pumps in one serving 
either one or two brands through double 
outlets—and requiring 30% less island space. 
There are other savings, too—more than 
$40.00 in installation and up to $9.00 per 
pump per year in maintenance over single 





DOUBLE YOUR SALES OUTLETS 
WITHOUT TAKING AN EXTRA 


pumps. And pump gallonage can be boosted 
as much as 100%. 


You will keep customers happy by keeping 
them moving, and make passers-by steady 
customers when you cut out traffic jams at 
the islands. It's easy—and it’s profitable— 
to speed-up service with Wayne Duos. No 
other dual pump offers you more. Check the 
quality chart at left, then call your nearest 
Wayne representative or distributor for all 
the details. 


THE WAYNE PUMP COMPANY 


Salisbury, Maryland ¢ Toronto, Canada 





INCH 











BIGGEST BUSINESS BUILDER YET... 


the pU Mow 
EnginScope 


Here’s a proved business-builder — proved in 
hundreds of service stations from coast-to-coast 





The Du Mont EnginScope has sales appeal when 
it comes to servicing. It’s electronic! It’s good! 
And it lets the customer see for himself what's 
wrong with his engine and how it looks when it’s 
fixed. 


The Du Mont EnginScope makes happy customers 
— the kind that always come back to buy gas and 
oil. At the same time the EnginScope provides extra 
income as a result of fast trouble-shooting. 


No other scope offers the speed, thoroughness and 
versatility of the EnginScope. It provides a com- 
plete analysis, including mechanical trouble-shoot- 
ing, without disturbing a single wire of the ignition 
system. It attaches to the engine in seconds — the 
test can be completed as fast as an oil check! 
This is the sure, fast way to profits. 


Trade Mark 
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ENGINSCOPE SALES 


Automotive Products Department, (Dept. NPN) 
Alien B. Du Mont Laboratories, Inc. 
760 Bloomfield Ave., Clifton, N. J. 


( ) Send me complete details on the EnginScope. 
( ) Arrange a demonstration at my convenience. 






TITLE 


COMPANY 





















ADDRESS 








THE ONLY SCOPE PROVED THROUGH 
SERVICE STATION SALES 
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Jobber I. L. Schurman, Chicago 


Dealer Sam Reeve, Detroit 


Gulf official J. W. Simon, New Orleans 


Jobbers, dealers and suppliers trade ideas, as... 


Gets Advice 


* 
Small Business 
HE OIL MEN in the pictures went to Washing- 


4% ton recently — on invitation of the President 
of the United States. 

The occasion was the President’s Conference 
on Technical and Distribution Research for the 
Benefit of Small Business. As delegates, the oil 
men were part of a throng of 1,000 who represent- 
ed government, big business, trade associations, 
professional and educational research groups, the 
business press — and small business. For three 
days they talked about ways for small business 
to improve its technical and market research and 
development. 

They heard President Eisenhower, Commerce 
Secretary Weeks, Small Business Administrator 
Barnes, and various conference leaders, all of them 
pinpointing the need for research and development 
as small business’s most pressing technical prob- 
lem. Speaker after speaker cited figures and sur- 
veys to show that small business isn’t making full 
use of all the research aids offered by groups 
represented at the meeting. And doesn’t even 
know it needs them, either. 

They also heard the conference described as 
a mere beginning. Co-chairman Arthur Motley 
of Parade Publications said the sessions “accom- 
plished nothing” in themselves. Consensus of 
opinion favored more such conferences at local, 
state and national levels. 

The conference excluded many familiar prob- 
lems like taxes, financing, government procurement, 
and antitrust legislation. Motley said this was 
done at the President’s insistence on keeping things 
focussed on a single goal. 

Democratic congressmen and some small busi- 
ness Officials deplored the whole conference for 
skipping “the more important problems.” But 
oil men who attended seemed favorably impressed 
(for a list of their names, see page 194). 8 


‘ 
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TAKING A BREAK after a session are (left to right) 
George D. McDaniel, Socony Mobil dealer-distributor 
relations manager, New York, and jobbers I. L. Schur- 
man (Consumers Petroleum Co., Chicago) and Rich- 
mond F, Meyer (Mid-Hudson Oil Co., Poughkeepsie, 
N.Y.), president of Empire State Petroleum Assn. 


SITTING IN at a workshop on developing marketing 
facts to raise capital are NPN Editor Frank Breese 
(left) and Niles M. McMahan. McMahan is treasurer 
of Rock Island Refining Co., Indianapolis refiner. 
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PRIUDHOMINE TRUCK TANK SeRncy 


Income up 6% after adding Butler LWS to fleet. Mr. John E. Prejean, (left) 
General Manager, Prudhomme Truck Tank Service, Lafayette, La. says, “Of the 16 
transports we operate, eight are Butler LWS units. The extra payload these units 
carry has increased our gross income 6%. We got this payload advantage in a com- 
petitively priced transport that is easy to handle and low in maintenance costs.” 


“MORE PAYLOAD AND 
say owners of Butler LWS 


“Well satisfied with our Butler Tanks,” says L. R. “Cy” Cyrus, owner of 
Cyrus Petroleum Truck Lines, lola, Kansas. “We operate 30 transports, three of which 
are Butler units. These are used for hauling jet fuel where their high payload gives 
us the best return. Maintenance has been very good. Drivers like the Butler units, too, 
because they are so easy to handle.” 
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“20% more payload,” reports Mr. R. A. Delavan, parfner and operating manager, Texas Con- 
solidated Transport Co., San Antonio. “We have used Butler transports since 1942,” says Mr. Dela- 
van, “and have found them to be quality trailers competitively priced. Recently we purchased six new 
Butler LWS transports. Performance has been good. No road failures, just routine maintenance and 
payload is up 20% over our older steel units.” 


Modern design and high tensile steels are making 
Butler LWS (light weight steel) Transports a favor- 
ite in fleet after fleet across the nation. Owners con- 
sistently report higher payloads (in some cases as 
much as 600 gallons more) than older or less effi- 
cient steel equipment. In states where there have 
been recent upward revisions of gross weight laws, 
payload increases up to 50% have been reported. 

But equally important is the economy of Butler 


ECONOMY, TOO” 


light weight steel) transports 


LWS. Just look at what owners say about mainte- 
nance, for example. And low first cost puts these 
Butler LWS advantages within the reach of almost 
any fleet owner. 

Up-grade your fleet now with Butler LWS Trans- 
ports and watch the extra revenue pay the cost of 
these economical units within a few years. Ask 
your Butler Transportation Specialist to bring you 
the details of Butler’s Fleet Modernization Program. 


BUTLER MAKES BOTH 


Choose the transport shape that best fits your operations. 
Butler makes both elliptical and round LWS transports in 


standard and custom models. 


In Stock—READY FOR IMMEDIATE DELIVERY. Butler stock- 
ing points in strategic parts of the country enable you 


to get immediate delivery of LWS models designed and 
built specifically for your operating area. 


Call or write the Butler office nearest you. 


F BUTLER BUTLER MANUFACTURING COMPANY 


ee, pags 


_ 7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, $.E., Minneapolis 14, Minnesota 


913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
Dept. 40, 624 South Michigan Avenue, Chicago 5, Illinois 
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101 Ways for Big Business 


How many of these aids does your business give — or receive? 


Here's a checklist for you” 


MARKETING 





Consumer Services 


Provide local and national advertising 

Provide market and consumer surveys 

Find prospects — refer them to dealer 

Furnish consumer services (recipes, maps, 
travel information, directions) 

Conduct public contests 

Help buyers use products more efficiently 

Handle consumer complaints 


“Business-Attraction” 


Analyze retail dealers and their advertising 
Advise on locations, construction and design 
Anticipate seasonal demands 

Advise on competitors’ plans 

Guarantee products and services 

Suggest flat-rate charges for service work 
Publicize new uses for services and products 
Develop new products 

Publish catalogs, parts price lists 

Provide sales aids and pass-out material 


Planning 


Provide industry sales data 

Suggest plans and quotas for sales areas 
Report business sales outlook by products 
Investigate sales methods; advise dealers 
Analyze related industries in the area 
Establish distributor advisory committees 
Provide field service troubleshooters 








* Based on a compilation by Cities Service Petroleum, 
Inc., assisted by the National Society of Sales Training 
Executives, and distributed at the President’s Confer- 
ence on Technical and Distribution Research for the 
Benefit of Small Business. (For more about the con- 
ference, see page 107). 








MONEY 


Record-Keeping 


Suggest accounting systems, supply forms 
Instruct in accounting methods 

Keep dealer records and accounts 
Establish assets-liabilities ratios 

Furnish auditing service, records, methods 
Take inventories, recommend purchases 
Teach money management 

Help install time-payment plans 

Instruct in insurance, taxes, record analysis 
Appraise and analyze financial statements 


Financial 


Extend credit, lend money, endorse notes 

Consign merchandise; offer floor plans 

Finance dealer receivables 

Suggest profit, expense, inventory and in- 
vestment ratios 

Find investors; buy stock to be repurchased 

Advise on credit and collection; make col- 
lections 


Recruiting 


Help forecast dealer’ manpower needs 

Furnish job descriptions, provide employ- 
ment services 

Attract students through Distributive Edu- 
cation programs 

Address high school assemblies, participate 
in high school and college “career days” 

Provide scholarships and schooling for deal- 
ers’ sons 
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General 


to Help Small Business 


Training 


Screen and train new dealer employes 

Provide on-the-job training programs 

Provide dealer reference material and prod- 
uct manuals 

Provide films manuals, conferences, courses 
for sales and service employes 

Provide factory, home office and traveling 
schools 

Furnish correspondence courses 

Instruct in safety procedures 


Managing 


Publish management information 

Establish area business libraries 

Help trade groups conduct management in- 
stitutes for marketers 


Provide group insurance and pension plans, 
cooperate on medical matters 
Publish comparative wage scales 


METHODS 


“How-to” Helps 


Plan inventory control systems 

Study jobber and dealer warehouse needs 

Provide warehousing 

Provide for return of unsalable merchandise 

Simplify sales and service operations 

Show how delivery costs can be reduced 

Inspect and maintain equipment 

Make purchases for dealers, and pass along 
savings 

Make time and motion studies of dealer’s 
routine tasks 

Provide company outlets to test methods 


Educational 


Furnish materials and equipment to schools 

Contribute funds for dealer research projects 

Publish proceedings of worthwhile educa- 
tional conferences 
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Assist in sponsoring educational conferences 
Provide informative films for public showing 
Publish case histories of successful methods 
Prepare train-the-trainer manuals 

Establish public vocational education courses 
Offer advanced courses in management 
Furnish meeting rooms and equipment 
Support conventions, exhibits of trade groups 
Help owners set up training schools 

Induce college students to study business 
Provide speakers for trade group conventions 


Advisory 


Publicize what it takes to start and succeed 

Hold group meetings for exchange of ideas 

Offer management consultant services 

Provide industry news from distant places 

Keep dealers’ morale high; point out new 
opportunities 

Furnish legal advice 

Find a buyer when dealer wishes to sell out 

Help in settling estates and appraising busi- 
ness value 


MERCHANDISING 





Promotion 


Advise on lighting and materials handling 
outlay 

Provide outlet layout kits 

Help in openings and planning of outlets 

Package merchandise so it “sell. itself” 

Provide uniforms, caps, badges 

Set up and operate sales showrooms 

Share dealers’ advertising costs 

Distribute samples in dealers’ areas 

Exhibit at fairs, trade shows and other 
public events 


Make calls with distributors’ salesmen 

Provide incentives for dealers and their men 

Raise dealers’ status through institutional 
advertising . 





ANNOUNCING 


the development by Scovill of the FIRST 
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20% LESS IN COST! 


(331, less than reattachables!) 
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ALUMINUM COUPLING 


for gasoline pump hose 


The product of more than 5 years of Scovill research and 

engineering, this all-aluminum coupling for gasoline pump hose 

is identical in performance to brass in all respects. You can be sure of the 
same precision fit, full flow, leakproof safety, positive static 

connection and long life for which all Scovill permanently-attached 
couplings are recognized and respected — and all at far less cost! The saving 
is even more attractive when compared with reattachable-type couplings. 


A special feature of the aluminum coupling is its highly polished 
surface —the perfect complement to modern gasoline pumps. 


For more information on this high-performance, low-cost aluminum 
coupling, write to Scovill Manufacturing Company, Merchandise Division, 
81 Mill Street, Waterbury 20, Conn. 


Industrial Hose Couplings by SCOVILL 
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How a Jobber 


After 20 years at one plant, 
George Savory had to move: 


“| needed more storage capacity and warehouse space’ 


Savory’s old 175,000-gal. plant couldn't keep up with 
a volume that had grown to 8-million gal. annually 


“I needed a bigger rack with higher pumping speeds’ 


The old yard was small: it handled only two trucks 
per rack. Pumps were rated at a low 100 gpm 


“I wanted to get out of the hauling business’ 


Four rigs used to run day and night to pick up product 
from three scattered supply points. Bad weather often 
left drivers stranded 


“I want to operate so I can compete with the Some 2,200 feet away is Buckeye Pipe Line’s 
majors,” says George Savory. metering station. Two 8-in. lines to that station 

Now he can. Nine acres of former farmland in tie Savory to his supply points at Marcus Hook, 
Vestal, N. Y.—about seven miles from his former Pa., and Linden, N. J., both about 143 air miles 
plant in Binghamton—is the new home of away. Many majors are linked to the same station. 


Savory’s Richfield jobbership, Savory Oil Co. With more than $275,000 invested in his new 
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Bulk Plants and Terminals 


Built a Pipe Line Terminal 


terminal, Savory says he’s set for the future: 

¢ There’s plenty of room—four unused acres. 

e There’s plenty of storage. Gasoline tankage, 
at 25,000 bbl., is 14 times what it was; heating oil 
storage is 50,000 bbl., nearly half of his annual 
sales and 24 times what it was; kerosine storage 
is 5,000 bbl., 1744 times the former capacity. 

e Loading is easier, faster. Four trucks can load 
at once, filling at 400 gpm. 

e Transportation and supply worries are over. 


Savory takes product once a month from the line 
at 5,000 bbl. per hour. He has sold his four- 
transport fleet that used to pick up product at 
Utica, Wellsville or at a pipe line terminal in 
Kingston, Pa. Annual transportation costs, includ- 
ing depreciation, insurance, repairs and driver 
time, came close to $75,000 a year. 

Savory figures he’ll get back his plant investment 
through economies in 10 years. “If we increase 
our volume, we'll do it quicker,” he says. 


How Savory's Business Shapes Up Now 


Annual gasoline gallonage of about 4.5-million 
gal. moves through 36 dealer outlets and com- 
mercial accounts. Over-all station gallonage will 
go up slowly, says Savory: “We can’t compete 
with majors in building stations, nor are we trying 
to.” Savory estimates that in his market, Broome 
County, about 20 major stations are closed. 

“We're sticking with the old sites,” he says, 
“modernizing them as we go along.” 

Distillate sales are a little below gasoline gal- 
lonage. Savory’s 2,400 heating accounts represent 
growth since the end of World War II. Now he’s 


facing natural gas and the builder swing to gas 
heat, but he’s not standing still. He offers two-way 
radio burner service, service contracts, degree-day 
deliveries, budget plans and heating equipment. 
His eight truck drivers work on two shifts to get 
maximum use from his four delivery trucks. 

Savory is passing up farm business because 
there’s not too much of it around; what there is 
would be costly to develop at today’s wages. 

But Savory has the manpower to generate 
profitable new business. What was a three-man 
operation 20 years ago now employs 23 persons. 


How Savory Got Ready to Move In 


Savory knew he’d quit his Binghamton plant 
some day. “It was built in the Twenties, and it 
was a typical railroad plant,” he says. Storage—a 
bunch of 12,000- and 20,000-gal. tanks on piers— 
was indaequate. “We had to coordinate input 
with output,” Savory adds, “and that’s why we 
went into hauling. But it was temporary. 

Hearing rumors of a pipe line coming near 
Binghamton, Savory pinned down its location in 


1954. Then he bought land for $1,700 an acre. 
Grading came next but no extra fill had to be 
hauled in. ‘We moved the high spots and filled 
in the low areas,” Savory adds. 

By doing some of his own engineering work 
and calling on Richfield’s engineering department 
for advice, Savory figures he saved more than 
$50,000: “I had my own ideas on the layout, where 
to put tanks, run lines and build the office.” 


What's in the New Pipe Line Terminal 


Here’s Savory’s new lineup of equipment: 

Tanks—Gasoline storage has a vapor recovery 
system; the housebrand tank is fitted with a 
Wiggins dry-seal lifter roof. Vapors from the 
premium-brand tank are piped in above the prod- 
uct line. “We don’t dilute our premium fuel this 
way,” Savory points out. 
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Gasoline tanks have Shand & Jurs temperature- 
tape reading gages to give Savory an accurate 
inventory check just before and after receipt of 
product. At other times, he uses Shand & Jurs 
ground-level gages and Moller ground-level ther- 
mometers, which are on all tanks. 


Motor fuel tanks are also fitted with Shand & 





Bulk Plants and Terminals 





Savory’s spacious office-warehouse is a prefab dressed up with cinderblock tiles, brick veneer and soundproof tiling 


(Begins on page 115) 


Jurs pressure relief valves and vacuum breakers. 
All storage is equipped with National Type 8C 
foam chambers, with two such units on the two 
larger tanks—as well as Shand & Jurs swinging 
arms so product can be drawn off near the top 
without stirring up the bottoms. 

Earth fire dikes are laid out so that Savory can 
put up three more large tanks without building 
any more dikes, 

Piping, Valves—Underground pipe is protected 
from corrosion or electrolysis by asphalt coating 
and paper wrapping. The 6-in. output lines are 
laid out so Savory can gravity-load if power or 
motors conk out. 

Nordstrom plug valves are used on input lines 
ahead of the 300 psi Ohio Injector valves. A one- 
inch line bypasses the gate valves to relieve 
pressure on the 8-in. line; bypasses are also on 
output lines. 

Input lines have sampling. cocks—a valve and 
copper tubing—to check product from the meter- 
station before opening valves to get the right 
product into the right tank. 

Pumps, Motors—Ingersoll-Rand 3RVS pumps 
are powered by General Electric 7.5-hp. 5K 
motors. They are vertically mounted to give 
Savory a straight-through piping job. “We cut 
down on pipe friction that way, don’t have to use 
pipe points elbows or turns, and we eliminate 
building a heavy concrete bed for the motors,” 
Savory says. 

Motor fuel lines are manifolded at the pump 
so Savory can swing to other pumps if one fails. 
For air eliminators, Savory uses Brodie K20s’. 

Loading Rack—Steel frame and aluminum roof 
from a prefab Butler building make up the rack. 
To get enough height, Savory spliced two steel 
uprights. 

At present, Savory is using only half of his 
rack—one bay with two drives. His U-turn yard 
is hard-topped, so he’s put in all piping now to 
avoid ripping the yard apart later. For the same 
reason, he doubled his rack now. 

At the bay, five loading spots have 3-in OPW 
417 loading arms. Two are for gasoline, two for 
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heating oil and one for kerosine. And they can 
swing to either drive. There’s also room for a 
sixth arm; piping is in but is blanked off. 

“We're ready for any new fuel that comes along,” 
says Savory. The second bay is laid out in the 
same manner. 

Under the rack are Brodie D3 strainers and 
3-in Brodie B72D meters, with ticket-printing 
heads. Stop-start buttons are Crouse-Hinds explo- 
sion-proof equipment with tell-tale lights. 

Office-Warehouse—Savory’s headquarters is 
basically a prefab Butler building that has been 
dressed up. Cinderblock walls and brick veneer 
replace aluminum panels for the front-office area, 
ceilings have soundproof tiles, windows are alumi- 
num swing-out type, interior walls are Weldwood 
paneling; and it’s all air-conditioned. 

It’s designed for easy, low-cost maintenance: 
no painting inside or out; paneling needs wax 
once a year. 

Savory’s old office had 1,272 sq. ft., including 
rest rooms, but his new place gives him much 
more room: 50 x 20 ft. area for clerks, 20 x 12 area 
for dispatcher and stock clerk, two 25 x 10 ft. 
private offices, 20 x 12 ft. area for truck drivers— 
plus showers and locker room, rest rooms, and 
2,500 sq. ft. of storage space for office records over 
the front office. 

The rest of the building has a 3,750 sq. ft. for 
warehouse. The warehouse section has windowless 
aluminum sides and roofing with plastic windows. 
Headroom at the eaves is 10 ft., going up to 18 ft. 
at the center. 

Savory uses 4-tier racks to get the most out of 
his warehouse area, loading them up with 55-gal. 
drums of oil and antifreeze. “With racks, you can 
store 106 drums in the same area that would only 
hold 49 drums on the floor,” he points out. 

In laying out his buildings, Savory didn’t crowd 
himself. To the rear of the warehouse there’s room 
for Savory to add on more Butler units (they 
come in 20-ft. sections) at some later date. 

Elsewhere Savory has two 24 x 40 ft. Butler 
buildings back to back. One serves as a garage 
where rolling stock can be serviced and repaired; 
the other is storage space for service station equip- 
ment like pumps, compressors, and tools. e 
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When these pumps spring into action 


there’s no time wasted! 


D-X Sunray Oil Company uses Gorman- 
Rupp vertical and horizontal “‘O”’ Series 
Pumps at their bulk storage plant in 
Searcy, Arkansas. They deliver petro- 
leum products to the loading platform, 
safely and quickly, so that tank trucks 
can be loaded in record time. 

At casual glance, these pumps may look 
like many others you have seen. . . but 
there’s a world of difference. First of all, 
these are centrifugal pumps that se/f- 


THE GORMAN-RUPP COMPANY 


prime! There’s no check valve! That 
means safer operation. Straight-in suction 
delivers liquids directly to the eye of the 
impeller with least possible entrance loss. 
Fewer parts! Higher efficiency! 

Gorman-Rupp ‘‘O’’ Series Pumps 
are serving the petroleum industry 
around the world. How about you? A 
3¢ stamp can put you on the track to 
new pumping efficiency. Write for 
information, today. 


305 Bowman .-Street « Mansfield, Ohio 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


Is Industry Creating 
A New Breed of “Bonus Babies’? 


THE STARTING SALARIES offered to this 
year’s June graduates give the impression that 
industry is creating a new breed of “bonus 
babies.” This is the term baseball fans apply to 
sturdy youngsters whose talent for hitting and 
throwing gets them payments of up to $100,000 
and other benefits for signing a contract. 

For several years industry’s demand for 
young college graduates, especially in science 
aud engineering, has outrun the number receiv- 
ing degrees. Competition for these young people 
has steadily pushed up the starting salaries and 
has induced many companies to indulge in lav- 
ish recruiting programs. This year engineering 
graduates are being offered well over $400 a 
month, and even liberal arts graduates find 
numerous offers at $400 or more. Only ten 
years ago the salaries offered senior engineer- 
ing students averaged less than $250 a month. 

But any employer who assumes that 
high starting salaries alone will assure him 
the number of June graduates he wants 
is likely to be disappointed. A recent study 
by the McGraw-Hill Classified Advertising Di- 
vision shows that most young engineers and 
scientists going into industry are more inter- 
ested in their opportunities and in a company’s 
future than they are in the size of their first 
paycheck. 


Money Isn’t Everything 


In the McGraw-Hill survey, 2,596 recently- 
hired engineers and scientists employed in 57 


companies listed the factors they had consid- 
ered before accepting a position. The replies of 
the younger engineers and scientists—those with 
less than five years’ experience — have great 
significance for employers who want to make 
any impression in the highly competitive mar- 
ket for college graduates. 

@ Potential growth of the company was 
listed by more young engineers and scientists 
than any of the 42 other items on the list as a 
factor that influenced greatly their decision in 
accepting a position. 

@ Challenging opportunity was second. 


@ The company’s prestige and reputa- 
tion ranked third. 








Average Monthly Starting Salary 
Offered Engineering Graduates 
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Data. National Industrial Conference Board, from annual surveys 
by Dr. Frank S. Endicott, Northwestern University. 

Note: These figures were compiled during the fall previous to gradu- 
ation and have risen by commencement in recent years. 








‘(Continued on page 121) 
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JOHN WOOD COMPANY . Bennett Pump Division, muskegon, michigan 


in caNaDa: JOHN WOOD COMPANY LIMITED: Toronto + Montreal » Winnipeg * Vancouver 














RAM remote pumps with extractable 
heads and dispensers teamed together, 
give you top MATCHED-FLOW performance 








Bennett RAM Pumps and Dispensers fully 

complement each other for inter-related 

harmonious operation resulting in “fric- 

tion-free” performance and long-time de- 

pendable low maintenance service. Bennett 

RAM Submersible Pumps, in 13, % and 34 H.P. efficiently 

serve any station — large or small, new a remodeled — 

and installation and maintenance costs are cut to a min- 

imum with Bennett’s new extractable head design. In 

fact, one man, by loosening four bolts can lift out the 

entire unit. Bennett Dispensers, with the exclusive All- 

Metal Meter give maximum output at the nozzle where 
it counts — saving time — speeding service. 





@ Progressive research and develop- 
ment program was fourth. 


@ Starting salary ranked only seventh. 


Job and Future Most Important 


As a group, the factors relating to the 
nature of the job, its future and the com- 
pany’s future had by far the greatest influ- 
ence in attracting young engineers and 
scientists to their present positions. These 
include three of the top four attractions—poten- 
tial growth of the company, a challenging op- 
portunity and a progressive research and de- 
velopment program. Other factors in this group 
are the company’s facilities, quick advancement, 
self-direction or little supervision, chance to 
work in a certain field, small size of company 
and rewards for individual accomplishment. 

The second most important group of at- 
tractions had to do with prestige. These 
include the company’s prestige and reputation, 
executive or professional standing and associa- 
tion with leading men in the field. Third in im- 
portance were financial considerations — 
starting salary, regular salary increases, financ- 
ing of relocation, paid vacations and holidays. 

A less important group of factors influ- 
encing young scientists and engineers 
were essentially social. Geographic location 
and educational facilities in vicinity ranked 
fairly high. But recreational facilities, suburban 
or country living, pleasant housing and cultural 
considerations had little appeal. 


Ranking lowest, by a good margin, were 
factors having to do with security —perma- 
nent position; health, life and surgical insur- 
ance; retirement or pension plan; and sick leave. 

It is interesting to note that some of the 
factors which influenced the smallest percen- 
tage of young engineers and scientists were 
country club memberships, use of company car, 
at-cost or low-cost eating place, travel opportu- 
nities abroad and being able to buy the com- 
pany’s products at a discount. 


A Lesson For Employers 
The lesson of this survey to employers who 
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What Factors Influence the Job Selections of 
Young Engineers and Scientists? 


Percent 


Factors Influencing Decision Greatly Listing Factor 


Potential growth of company 55% 
Challenging opportunity 53 
Company’s prestige, reputation ad 
Progressive research and development program. . 41 
Geographic location 37 
Permanent position 35 
Starting salary 34 
Educational facilities in vicinity 33 
Regular salary increases 31 


Chance to work on specific project, 
GF Re: GCM Tea hc eka didedvcccckinivisec 27 


Company’s facilities (laboratories, 
technical libraries, etc.) ................0008- : 25 


Tuition for graduate study 25 
Based on replies by recently-hired engineers and scientists with 


less than five years’ experience to questionnaire distributed by 
McGraw-Hill Classified Advertising Division. 





hope to recruit more young engineers and sci- 
entists is clear. High salaries and other financial 
appeals are important. But, at a time when 
high starting salaries are offered in abun- 
dance, our young graduates are interested 
even more in being with companies that 
will grow and in jobs that will permit them 
to grow. They are interested in jobs that 
offer opportunities for advancement, fi- 
nancially and professionally. 


* ok 2K 


Were the young scientists and engineers who 
participated in the survey trying to impress 
somebody with their motives? If so, it could only 
have been to impress themselves, for all were 
asked to return their questionnaires unsigned. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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The comparison above is proof of the lifetime service you get from USS Stainless con- § 
tainers. The longer you use them, the more you save. If yours is a product that needs pom 
the extra protection of stainless, then profit from US Steel’s unequaled experience with | 
this type container. Exclusive welded chimes ... reinforced rolling hoops... five to F 
55-gallon capacities. Send for this free report on USS stainless containers . .. - 


Profit from all 5 of these U.S. Steel extras, too: 
@ Eye-catching containers — your containers not only ship your product, but advertise 


it, too — when color-decorated by U.S. Steel. 
UNITED STATES STEEL PRODUCTS 


@ Best rust protection —there’s more zinc phosphate on every USS rust-inhibited 
container. DIVISION 

@ Prompt container delivery — a 7-point factory system gives you next-door service UNITED STATES STEEL CORPORATION 
anywhere -- ony time, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Personalized container service — your U.S. Steel salesman makes it his business to Les Angeles end Alameda, Calif. © Port Arthur, Texas 
understand yours —to help you get the right containers for your needs. Chicago, lil. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


Widest container variety — from 2'/2-gal. pails to 55-gal. drums, including stainless. 


USS STEEL DRUMS © 
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GASETERIA’S DREAM: 


A Franchised Trademark 


for Private Branders 


Price is no longer the big come-on, Gaseteria believes. To meet the 
majors on their own terms, an independent must: 


@ Build a strong marketing organization that can gain wide 


trademark acceptance 


@ Make the trademark available to any independent who will 


meet certain standards 


®@ Give him all the merchandising help he asks for—but leave 


him independent 


“INDEPENDENTS have to prepare themselves 
to be competitive by real merchandising,” Russel 
Williams said shortly before he died last year. As 
head of Gaseteria, Inc., 100-million gal. a year 
Indianapolis independent, he was in a position 
to know. 

This was Williams’ reason: “The private brand 
for so long has had a monopoly on facility ac- 
ceptance, but the majors are now building large- 
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volume stations. From here on, we will be judged 
on the way we present products, familiar trade- 
marks, color scheme, service and merchandising.” 
His solution: “Let the private-brand operator 
be independent, but still give him the advantage 
of trademark. Offer everything the majors offer. 
Then our advantage will be greater: the men in 
the stations are a little closer, and they put ad- 
(Continued on page 124) 
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““‘On-the-job training . . . is a Gaseteria 


(Begins on page 123) 
ditional personality into it, more of a local touch.” 


Now Williams’s sons, Gene and Russell, Jr., are 
working where he left off. They’ve taken the 
lead in forming the Independent Brand Gasoline 
Marketers Assn. (NPN—Aug., p94). And they’re 
strengthening Gaseteria bit by bit while they 
ponder a big push for the Bonded trademark a 
couple of years from now. 


How the Bonded System Works 


“Bonded” is now Gaseteria’s trade name for all 
its products and merchandising. A campaign to 
put the Bonded name in use at all Gaseteria out- 
lets began last year. It may be four or five years, 
however, before Bonded signs go up at all the 
former Hoosier Pete stations (purchased by Gase- 
teria in 1954) and Johnson Oil outlets (purchased 
in 1956). 

The spread of the Bonded trademark will make 
the Williams dream real if Russ and Gene have 
their way. Right now, when they talk about sign- 
ing up independents, they’re thinking primarily of 
making supply arrangements with independent 
private-brand dealers in their own market. 


The big-volume dealer is the kind they’re most 
interested in. Gene Williams points out that such 
dealers are pretty close to jobbers—in terms of 
buying—if they’re large enough to buy at tank 
car or transport prices. 

Franchising other wholesalers to use the Bonded 
name is a project three to five years in the future, 
seys Russ. When it comes, Gaseteria will probably 
act as supplier to those jobbers, too. 


Gaseteria now has 311 stations using the Bonded 
name or getting ready for it. They’re located in 
Indiana, Illinois, Iowa, Kentucky and Michigan. 
Additional brand acceptance is being created by 
Bonded Oil Co. of Ohio, with 45 stations in Ohio, 
West Virginia and Kentucky. 


Bonded of Ohio uses the Bonded trademark 
and some of its merchandising system on “a mu- 
tual understanding,” as Gene Williams puts it. It 
is neither franchised nor supplied by Gaseteria, 
but Paul Deer, head of the Ohio company and 
an old friend of the elder Williams, is a Gase- 
teria director. 

The Bonded Bible—The Bonded system means 
more to the Williamses than just a trademark. It’s 
a pattern of aggressive merchandising and modern 
management techniques that go back to 1933, 
when Russel, Sr., and his brother Phil wrote a 
manual for their first independent dealers. 


By ANTHONY M. ASTRACHAN 
Staff Writer 


Known jokingly as “The Bible,” this manual was 
one of the early efforts in the industry to give the 
service station operator material on selling, account- 
ing, training his help, improving service and 
bettering his general merchandising techniques. 

The “Bible” itself is not used much nowadays, 
but Gaseteria’s efforts to give better-than-major- 
company service, and its on-the-job training, still 
reflect the manual’s original teaching. 

Why Go Bonded?—An independent dealer who 
wants to be part of the Bonded system must meet 
Gaseteria’s standards of service and cleanliness and 
be receptive to its merchandising program. The 
Williams brothers also want a man who'll volunteer 
to go along with their “conservative” pricing. 

Why should a dealer go along with these con- 
ditions? They sound much like a major supplier’s 
theories, and the Bonded trademark doesn’t yet 
have major-company appeal. 

Russell, Jr., has an answer: “The dealer is more 
independent with us than with a major because 
we don’t cram anything down his throat.” But the 
Williamses do keep their door open, and they do 
look for individual answers to the question, “How 
can we help the dealer solve his problems?” 

One reason Gaseteria is expanding slowly is that 
Russ and Gene Williams don’t want growth to 
reduce their advantages. Russ claims these are: 
being more aggressive, more alert, more flexible, 
“and a damn sight more human” than the majors. 


How to Outmerchandise the Majors 


That’s virtually what you have to do if you want 
to get widespread acceptance for an independent 
brand. With Gaseteria, it starts at the point of 
sales—with the Bonded name. 


They have a $5,000 bond guaranteeing custo- 
mers that Gaseteria’s product quality is as high 
as advertised. A copy is posted in every station. 
The bond was the main theme of Gaseteria ad- 
vertising in the 1930s, and it still assures 1957 
motorists that they’re getting the best in products, 
say the Williamses. 

“At Point of Sale” is something a Bonded dealer 
can’t forget. “APS” is painted in large letters on 
his driveway in front of the pump island. It’s 
intended to remind him that 90% of all his sales 
are made there. To the customer, “APS” means 
“At Point of Service,” says Russ, Jr.—quick, two- 
or three-man service. 

Budgeting the Ads—Gaseteria spends about 
$160,000 a year on advertising and promotion. The 
amount is budgeted on anticipated sales, says 
Gene Williams, but not on a given percentage. 

The company goes in for heavy radio and news- 
paper advertising. It’s had as many as 30 spots 
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strong point” 


a day, 7 days a week on Indianapolis station 
WIRE. Television used to take a big bite out of 
Gaseteria’s ad budget, but Gene says it turned 
out to be too expensive for the results obtained. 


Gaseteria’s advertising services to dealers paral- 
lel those of a major, but the Williamses maintain 
they can fit the services to the individual. The 
services consist mostly of advice, free mats, layouts, 
display designs and point-of-sale material. 

The Dividend Idea—Bonded stations don’t give 
trading stamps. They give dividend coupons. 


The difference is that the payoff is in cash. A 
Gaseteria customer gets a coupon with every 25¢ 
worth of products bought. I takes 120 coupons 
to fill a book, and a full book brings the customer 
$1 in cash. Russ, Jr., calls it “our way of sharing 
profits with our customers.” 


The dividend system is at full strength in Gase- 
teria’s company operated and lessee stations, 
where 80% of the customers use it. The 80% figure 
also seems to apply to those independent stations 
that use the system. 

Gaseteria has its own credit cards, makes its 
own credit checks. It also honors all major-com- 
pany cards. Plans are being made to adopt plastic 
credit cards like the majors’. But Gene Williams 
says Gaseteria won’t plug credit card business be- 
cause “it costs as much as we think we recover.” 
He adds that total credit business is “negligible.” 


What’s the Price?—Gaseteria merchandises 
heavily partly because “we price as close to the 
majors as we can.” That means generally 1¢ under 
major brands, sometimes at the same level in 
areas like Indianapolis where Bonded is strong. 

Even in towns where Gaseteria has only one 
station, it’s not interested in “raping the market,” 
as Gene Williams puts it. He points out that stay- 
ing close to the majors may mean sacrificing 
gallonage, but need not hurt earnings. 


Hoosier Pete stations in Indianapolis may price 
as much as 2¢ below Bonded, however, since they 
have their own price-conscious acceptance there. 


How Bonded Training Works 


On-the-job training, based on the Bonded 
“Bible,” is a Gaseteria strong point, the Williamses 
feel. Station operators get a “Lesson of the Week” 
for their attendants—called salesmen—and a 
matching instructor’s guide for themselves. They 
also get ten-minute short-answers “examinations” 
to check the attendant’s progress. 


The men go over these constant refresher lessons 
right in the driveway or in the salesroom when 
there are no customers. There are 24 subjects, 
ranging from “The value of a clean station” to 
“The analysis of an oil drain.” Gaseteria prefers 
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Bonded driveway training includes book learning 


driveway training because a man can put what 
he learns into immediate practice. 

This continuing training is reinforced by unit 
meetings for station managers of company-op- 
erated stations and occasionally for lessees. They 
cover sales techniques, accounting and manage- 
ment problems, and the on-the-job training. 

Unit meetings are conducted by district man- 
agers, each of whom supervises about 10 stations. 
They are expected to know their station man- 
agers’ problems and weaknesses from frequent 
visits to the stations. 

Gaseteria spends about $40,000 a year on train- 
ing. Gene Williams calls it “More money per dollar 
of sales than any other company in the industry.” 


How to Operate a Big Small Business 

Gaseteria is large for a family-owned business 
(over 60 on the administrative payroll). That 
makes it a necessity to define management func- 
tions and responsibilities clearly. Proof of Gase- 
teria’s success: operations continued smoothly when 
Russel Williams, Sr., died; only corporate titles 
had to be changed. 

President Gene Williams is in charge of legal, 
purchasing, real estate and general accounting 
activities, and handles wholesale sales. Russell, 
Jr., is executive vice president and general sales 
manager, in charge of retail sales. William L. 
Barr, treasurer of the corporation, handles bulk 
piants, fuel oil sales, and construction; he’s a 
brother-in-law of Russ and Gene. Paul H. (Herb) 
Logan is a vice president; the former head of 
Hoosier Pete, he provides the troubleshooting ad- 
vice that was the specialty of Russel, Sr. 

These four men compose the executive commit- 
tee, which runs the company. Under them is the 
line organization of three sales divisions, headed 
by assistant general sales manager Martin E. 
Gebhardt. The four top men also oversee the staff 
departments: sales promotion and advertising; 
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Gaseceria’s buuders; Bill Barr, Gene Withams, 
late Russel, Sr., and Russ, Jr. 


(Begins on page 123) 


training; TBA; bulk plants; accounting; auditing 
and control; insurance and taxes, and purchasing. 

The sales divisions are set up geographically. 
Each division manager has from five to eight dis- 
trict managers serving under him, and two have 
terminal sales managers handling wholesale sales. 


Gaseteria’s wholesale sales are made to large 
commercial accounts and to reseller accounts that 
use their own trademarks. Gene Williams doesn’t 
expect to make these resellers targets of a Bonded 
franchise drive, mainly because they’re jobbers 
who “take pride of ownership in their own names.” 

The Station Set-up—Gaseteria has 66 company- 
operated stations, 135 lessee outlets and 110 
dealer-owned stations. The company will con- 
tinue to use all three types, despite its future em- 
phasis on franchising independents. 

The reason is that Gaseteria sees each type of 
station as performing a different function. Multiple 
pump layouts without greasing facilities call for 
company operation for best results, the Williamses 
believe. Their “average” company-operated out- 
lets sell 22,000 to 80,000 gal. a month. 

On the other hand, says Russell, Jr., a con- 
ventional layout with lube facilities will be most 
satisfactory under lessee operation, because the 
dealer will be interested in service profits to add 
to his gasoline income. Gaseteria’s lessee stations 
average from 12,000 to 40,000 gal. a month. 

An independent station’s performance is like a 
lessee or company-operated outlet’s, depending on 
its facilities. 

Bonded stations sell a full line of U.S. Rubber 
tires and batteries, since management decided a 
couple of years ago that you can’t make money 
without TBA. Their motor oil ratio is down in the 
last few years from 2.00 to about 1.40. 

Putting Push in the Pay—One of Gaseteria’s 
modern ideas is an incentive system of compensa- 


tion. A quarter to a third of a manager’s pay is 
on an incentive basis. Station managers get a base 
salary and a percentage of all dollar sales over 
a given amount, average $5,000 to $8,000 a year. 
District managers get a base salary and a bonus, 
flexible within each division, which is figured on 
increases in dollar volume. 

Supply and Distribution—Phillips Petroleum 
Co. is Gaseteria’s principal supplier, but there are 
others. They all have pipe line and river termi- 
nals that can each serve a particular market area. 


The company uses its 40 bulk plants for only 
5% of gasoline station deliveries; they serve 
mostly for fuel oil and consumer accounts. Some 
dealers have their own transport; Gaseteria uses 
common carriers and its own 16 vehicles. 


The average Gaseteria station storage is 20,000 
gal.; many of the former Johnson Oil outlets were 
upped from 8,000 gal. to accommodate trans- 
ports. Future expansion will probably not include 
stations with less than full transport-drop capacity. 


It’s Distinctive—Gaseteria contrasts strongly 
with some other private branders. 

Unlike operators like Site (NPN—Apr., p100) 
or Hudson it is in a relatively concentrated area 
(five adjoining states). Bonded service is more 
extensive than many independents’; its pricing 
practices are more conservative than some; and 
it doesn’t stick so closely to multipump, company- 
operated outlets. 


How Gaseteria Is Growing 


From one station in 1928, the Bonded franchise 
system spread to 11 states and over 60 distributors 
before World War II forced retrenchment. Gase- 
teria had only 45 stations during the war. 

Present expansion began with the addition of 
the fuel oil department in 1950, followed by the 
Hoosier Pete and Johnson purchases. 


The death of Russel Williams, Sr., delayed plans 
to franchise the Bonded system again. Russ, Jr., 
and Gene expect to intensify coverage of areas 
they’re in now before taking any more giant steps. 

They know there will be problems when the 
big day comes, but they’re not too worried. They 
believe you can supervise more far-flung opera- 
tions as long as you give division managers the 
right personnel. 

Supply may be a problem, too, but Gaseteria 
doesn’t plan now to “integrate backwards” into 
refining just to be sure of a source. The Williams 
brothers won’t become refiners without learning 
all about it themselves or bringing in a man with 
refinery know-how at the top management level. 
“It’s no good hiring someone else to run it when 
you don’t know anything about it,” says Gene. 

In general, The Williamses are cautious but 
confident. “If the majors can do it, why can’t we? ” 
asks Russell, Jr. And marketers will be watching 
to see if they can. a 
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at the curb new Purolator dual fuel filter, PAG-25D, 
has a high flow rate of 25 GPM for diesel fuel combined with 
virtually no pressure drop. A final assurance to every customer 
that your product is clean. 


or 


at the terminal large bulk filtration equipment 
like this pedestal-type filter (PAG-300L to 1200L) can be used 
at high flow rates of from 300 to 1200 GPM. Reduces meter 
wear. 


Purolator micronié fuel 


filters remove rust 


Despite rigid checks which prove the purity of fuel as it 
leaves the refinery, subsequent corrosion in storage tanks and 
pipes frequently contaminates it with particles of 

iron oxide. To remove rust particles, Purolator’s engineers 
have developed the world’s finest line of bulk filtration 
equipment. A recent addition to this line is Purolator’s new 
curb pump filter. It has a filtration area of over 1800 square 
inches, achieved by 2 resin impregnated micronic 

fuel filters operating in parallel. Its development helps 
make certain that wherever you filter diesel fuel or gasoline 
...at the curb or at the terminal... you can get precisely 
the right filter from Purolator. 


Filtration For Every Known Fluid For full details, write 
Purolator Products, Inc., 


mL) Fe O LATOR 970 New Brunswick Ave., 


Rahway, N. J., Dept. 83-21 
PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 
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Oklahoma Jobber K.C. Jeffries 1» 
was stymied by small stations 
and a small territory. Then he 


added another brand of gasoline 
and LPG. He's showing... 


Management 





How a Small Jobber Can Grow 


ELEVEN YEARS AGO a newly discharged vet- 
eran named K. C. Jeffries sunk his life savings 
into four small service stations and a bulk plant 
in Miami, Okla. Today the same K. C. (for Ken- 
neth Charles) Jeffries has four companies selling 
an annual volume of 3-million gal. of gasoline 
(two brands) and 14.5-million gal. of liquefied 
petroleum gas. 

There are at least three vital factors behind 
Jeffries’ success: 


@ He keeps his eye out for ways to cut operat- 
ing costs and find new marketing angles. 

@ He puts a lot of emphasis on people— 
recruiting and training them, giving them incen- 
tives (like profit-sharing), delegating authority to 
them. 

@ He follows a religious-business philosophy 
that calls for hard work and humility. 

A Sunday-School-teaching Baptist who gives 
10% of his income to the church, Jeffries believes 
good things come from higher up in the form of 
“blessings.” But he could serve as a good example 
of how God helps those who help themselves. He 
plows most of his profits back into his companies, 
and he seizes chances to keep apparently limited 
markets from stunting his business growth. 

The K. C. Jeffries “empire” now includes: 


K. C. Jeffries Oil Co.—his original company— 
which sells Standard of Indiana products. 


Miloma Oil Co., now being formed to distribute 
Anderson-Prichard’s Apco brand. 


Oklahoma Butane Co., a wholesale LPG firm 
selling to LPG distributors. 


Cookgas & Heating Co., LPG distributorship. 
“Odds and ends” like the Nancy Jane Mine 
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Tours Co. and an oil production outfit “so small 
I shouldn’t even mention it.” 


Operations: Two Brands Are the Key 


“When I started out with Indiana Standard, I 
was forced to take small stations without too much 
storage because I just didn’t have the money for 
higher-priced stations,” Jeffries says. “So I have 
to go through my two bulk plants (62,000 gal. 
storage at Miami and 48,000 at Vinita, Okla.) 
with this brand.” 

“In 1955, the private-brand fellows were be- 
ginning to hurt me,” Jeffries says. “I couldn’t 
lower my prices to meet them, for two reasons. 
First, to do so would have started price wars. Sec- 
ond, I couldn’t afford to because of my high oper- 
ating costs from being unable to bypass my bulk 
plants.” 

He considered starting his own private brand 
to stay competitive, but decided to buy from 
Anderson-Prichard instead. He says, “Being an 
independent brand, I was able to sell Apco prod- 
ucts slightly under the major postings in my area 
without causing price troubles. In effect, I try to 
stay between the low-price private branders and 
the major postings.” 

Jeffries delivers direct to his 14 Apco stations. 
Most are located on highways and all can take 
transport dumps. 

Jeffries’ 22 Standard stations attract “people 
who believe in buying major-branded products 
regardless of price,” he feels. The Apco outlets 
attract those who waver because of the low-price 

By MARVIN REID 
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“Jeffries believes in profit-sharing 
as a means of keeping good men...”” 


(Begins on page 129) 


independents. “The buyer who shops for the cheap- 
est price, we lose. But we catch enough in the two 
higher brackets so that it doesn’t worry us.” 
Jeffries has 102 farm accounts and “a few” com- 
mercial customers in addition to his 36 stations 
(he owns six of them). Last year he grossed $745,- 
000 on his oil jobbing business, including $30,000 
worth of TBA. Until Miloma Oil is firmly estab- 
lished and the 14 Apco stations transferred to it, 
all Jeffries’ oil marketing will be done by K. C. 


Jeffries Oil, which has co-managers and five other | 


employes. Jeffries expects to bring a new man in 
to run Miloma. 


Management: It Hinges on People 


Some jobbers might be scared of getting into a 
sideline like LPG, or of expanding their territories 
too much, lest they lose control of their businesses. 
Not Jeffries. He says, “The key to most any suc- 
cess is the people around you. If you’ve got good 
personnel, and give them the chance, they'll do 
wonders for you.” 

Jeffries’ personnel get their chance because he 
puts a manager in charge of each company, and 
then delegates authority to him. (But as president 
of each company, Jeffries still sets general policy 
and procedure after consulting with his managers.) 

Jeffries has two basic operating policies: 

@ “Give as much service as we can, as quickly 
as we can, to all our accounts, no matter how large 
or small.” 

@ “Remember the service station dealer is an 
independent businessman. It’s our job to sell him 
his supplies and give him service. We give him 
advice and help when he asks for it. Otherwise, 
we leave him alone.” 

Dealer Relations—Jeffries steers clear of sala- 
ried or commission-operated stations for three 
reasons: he doesn’t want the added administrative 
problems; he doesn’t want to put in that much 
greater an investment; and he thinks independent 
dealers have more incentive to do a better job. 

He may help a dealer financially, but frowns on 
it. He looks for men who know something about 
stations, have a high school education, like selling 
and are confident in themselves. Jeffries can’t 
always find such a man with enough capital to 
lease one of his stations; then he judges each case 
individually. But he will rarely go all the way in 
financing a dealer. 

Employe Relations—Jeffries believes in profit- 
sharing as a means of “keeping good men around 
me.” He divides 15% of the various companies’ 
total net profit equally among all wholesale em- 
ployes every year. He also believes in training for 


his employes: “We try to see that our wholesale 
employes make as many educational meetings as 
possible. Sometimes, when only one can go to a 
meeting, we send him and he gives a report to all 
the rest. 


How the Man Works—Jeffries misses no bets in 
getting around to his various companies and bulk 
plants. He recently became a licensed pilot, and 
bought a Cessna 172 along with four other Miami 
businessmen. Now he flies to cut travel time. 


He says he draws relatively small salaries as pres- 
ident of each company. His profits as owner or 
principal stockholder are returned to the companies, 
either for expansion and improvement or to buy 
more stock. 

“I told my wife in the beginning I planned to 
work as hard as I could until I reached 40,” Jeffries 
says. “Then I planned to start taking it easy. I’m 
44 now, so my plan didn’t work out too well, 
though I am in shape now where I don’t have to 
work quite as hard.” 


Expansion: “Blessings” Help 


Jeffries’ original oil jobbership seemed to have 
reached its top potential in the early 1950s. He was 
looking for another opportunity for growth when 
one came along in 1952—and he considers it one 
of those blessings. 

A small group of Miami professional men had 
invested heavily in Oklahoma Butane; unfamiliar 
with oil or LPG marketing, they were soon losing 
money. They called Jeffries out of bed at one in 
the morning to ask him if he would either take the 
company and manage it for 50% of the stock, or 
buy it outright. 

He accepted the first offer and set about putting 
Oklahoma Butane back on a profitable basis. He 
lined up contracts with big producers like Warren 
and Phillips, to assure year-round supplies. He 
inaugurated a program of taking deliveries from 
the producer plants nearest his ultimate customers, 
to cut down on transportation costs. By improving 
service to distributors, and buying and leasing LPG 
bulk plants to some who couldn’t afford their own, 
Jeffries pulled the company’s gallonage and profits 
up. 

Now, Oklahoma Butane sells LPG to 29 dis- 
tributors in Oklahoma, Arkansas, Nebraska, Mis- 
souri, and Kansas. It moved 12-million gal. of 
LPG-gas last year. It is headquartered in Miami, 
has 11 employes, six transports, and leases bulk 
plants to eight distributors. 

Cookgas & Heating, headquartered in St. Joseph, 
Mo., was added in 1956. It sold 2.5-million gal. of 
LPG to home and farm accounts last year. It has 
12 employes, two bulk plants, and one transport. 

The two LPG companies boosted Jeffries’ 1956 
gross to $1,689,917. This year, he expects to pass 
the $2-million mark in gross sales for both LPG 
and oil jobbing. That’s the outward evidence of a 
man who knows how to count his blessings. ah 
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Interurbia Is Just Around the Corner 


T HE FACE OF AMERICA is changing in a way 
we’re just beginning to recognize—and mar- 
keters had better realize the nature of the change, 
says a joint presentation of the J. Walter Thomp- 
son advertising agency and the Yale School of 
Architecture. 


The change is the growth of Interurbia. 


Interurbia is formed by combinations of ad- 
jacent cities with areas of at least 100 people per 
square mile between each combination. There’s 
already a 600-mile Interurbia between Washing- 
ton, D.C. and Portland, Me., with only two “holes” 
—one 17 miles long and one of two miles. Others 
have formed in the Pittsburgh-Cleveland area, 
the Chicago-Milwaukee area, and around West 
Coast centers like Los Angeles, San Francisco and 
Puget Sound. 


By 1975, Interurbia will contain 60% of the U.S. 
population and 70% of its retail sales in 4%- 
6% of the total land area, the Thompson agency 
predicts. There will be qualitative as well as quan- 
titative changes, too. 


Interurbia will spur increased property owner- 
ship—meaning more cars. It will demand better 
transportation facilities—with emphasis on air- 
planes and buses, plus fiercer competition between 


Esso Coins Ideas — Do You? 


HOW’S YOUR suggestion plan doing? Sluggish, 
or are employes racing to the suggestion box with 
ideas to save you money—and earn money for 
themselves? 

Esso Standard finds its suggestion system, called 
“Coin-Your-Ideas,” pays off. And Esso has paid off 
close to $900,000 since 1945 to idea-men among 
its employes. Last year, 3,382 winning suggestions 
earned awards totaling $139,971; in 1945, awards 
added up to only $27,890. One out of every four 
Esso employes participated last year. 

A typical winner was a community relations 
suggestion: put a TV camera on a powerhouse 
rooftop to keep constant watch on smokestack 
output. A screen inside the powerhouse enabled 
the engineer on duty to adjust firing rates im- 
mediately to eliminate or reduce smoke. This 
helped reduce air pollution until the powerhouse 
was shut down. 

Another suggestion came from an employe who 
thought the name of the community should be 
painted on the top of Esso storage tanks, as a 
navigation aid for flyers. The company agreed. 

Most suggestions have dealt with technical 
operations, Esso says, but some have resulted in 
increased efficiency in safety, office procedures, 
marketing and sales promotion. Employes may 
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diesel-using railroads and trucks for freight traffic. 

The same things that create Interurbia make its 
society mobile. With 31 million residence changes 
a year, customers will have much less chance to 
get to know an individual friendly dealer. 

Interurbia will change marketing patterns by 
crossing present regional boundaries. But the new 
interurban regions will bring a new emphasis to 
regional advertising, even in national media. 

Interurbia is created by the growth of “satellite 
cities” and suburbs, not the center city. That will 
increase the tendency of highest-density popula- 
tion areas to be poorer markets than medium- 
censity areas. New York City, for instance, al- 
ready consumes less gasoline per capita than 
smaller cities. 

There will be management changes, too. Inter- 
urbanites will be wealthier and harder to satisfy, 
and they'll know that businesses must compete for 
their manpower. That means more benefit pro- 
grams, more psychological compensation, more 
community relations for both large and small busi- 
ness. 

All in all, Interurbia should present quite a 
challenge to oil marketers—as well as to all mar- 
keters, if the predictions are correct. 


get supplemental awards if the first year’s net sav- 
ings are greater than originally estimated, or if, 
within two years, other units of the company 
adopt the same idea. 

If it pays off for Esso, a suggestion system could 
pay off for you, too—even if you do business on 
a scale that calls for $900 in awards rather than 
$900,000. 


Memos on Management 


e Phillips Petroleum becomes the sixth sup- 
plier to offer a group life insurance program to its 
marketers, with both free and contributory plans 
for jobbers. The amount of free insurance in- 
creases with the jobber’s length of service, up to 
$2,000 for those with more than 37 months. A 
jobber can buy an additional $10,000 worth at re- 
duced rates. 

e The American Management Assn. opened 
“the world’s largest resident training facility for 
business executives” at Saranac Lake, N.Y., on 
September 30. More than 1,000 executives have 
already registered for the Academy of Advanced 
Management’s first two courses, in management 
and executive decision-making. Small businessmen 
are welcome, too. AMA, incidentally, runs a num- 
ber of special seminars for small businessmen ex- 
clusively; your company must have fewer than 
800 employes. * 
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Merchandising 


Canada: Octane Race Speeds Up 


FALL WEATHER in Canada found the Domin- 
ion’s oil marketers in the thick of a good, down- 
to-earth, two-grade octane race. 

Third grades haven’t hit Canada yet, but that 
isn’t stopping competition. As leaves began to 
redden, British-American Oil Co. burst out with a 
jumbo all-media campaign to introduce a new pre- 
mium, Velvet 98. Before the first frost, McColl- 
Frontenac Oil Co. introduced its new “Su-Preme” 
premium. 

Here’s a lap-by-lap account of the Canadian race: 

e On June Ist, 1956, Canadian Petrofina, Ltd., 
came out with SuperFina Alkyl-Gas—stating flatly 
that it had the highest octane in Canada (its rating 
was reported to be about 98.5). Fina bumped its 
dealer tank wagon prices 1¢, and dealers raised 
pump prices an equal amount. 

e In mid-April, 1957, Sun Oil Co., Ltd., brought 
Sunoco “240” (estimated octane: 99) into Canada. 
Sun hinted it might also bring its multigrade system 
to Canada in due course. 

e In August, 1957, Shell Oil Co. of Canada 


brought in Super Shell, rated at about 99 octane. 

e About the same time, Petrofina pushed its 
Alkyl-Gas up to the 99-level of the leaders. 

e Also in midsummer, British-American upped 
its octane to about the 99 level. 

e On Sept. 20, B-A introduced Velvet 98 (with 
a new compound additive), using closed circuit TV. 
skywriting, national magazine color ads, full-page 
color ads in all Canadian dailies, special public 
relations programs, radio and TV spots, billboards 
and dealer receptions. Dominant color in new B-A 
ads is purple—the color used by Gulf Oil Corp. 
in the U. S. for its third grade, Crest. Gulf owns 
about 58% of B-A. 

e In early October, McColl-Frontenac got on the 
octane bandwagon with its Su-Preme. McColl is a 
subsidiary of The Texas Co., which introduced the 
name Su-Preme in the U. S. last year. 

What happens next is anybody’s guess. But it’s 
a good bet that the eight or ten companies not now 
in the thick of the race will have something to say 
about it before too long. 


Advertising: Bonf Does Everything 


NPN READERS may be a bit startled by the new 
advertising campaign of Electric Storage Battery Co. 


In the 1957 NPN FAcTBook, Exide announced a 
new “miracle ingredient”— Bonf. The additive, ad- 
vertising copy said, “banishes intercell bacteria . . . 
unleashes voltage adhesion . . . inhibits ionic pen- 
tameter . . . wets dry batteries . . . dries wet bat- 
teries . . . joins split atoms (and infinitives).” 

Then, in the October issue, Exide announced 
“another amazing battery development.” This time, 
it’s a “doughnut battery—the all around battery 
with a hole.” Advantages of this design are mani- 
fold: “lasts forever because it never ends . . . elimin- 
ates end cell failure because there are no end cells 
. . . holds its charge because the current can’t get 
away ... easy to service . . . just start at the be- 
ginning and keep going around . . . provides handy 
storage space for tools, sandwiches, road maps.” 


Exide says it’s just having fun making a few digs 


Women: Why Cater to ‘Em? 


BEHIND SKELLY OIL CO.’S new credit card 
program for women lies careful reading of a mass 
of consumer surveys. Marketing officials have been 
alternately impressed and depressed by these facts: 


e Women influence a high percentage of pur- 
chases of petroleum products; 


e They feel ill at ease in service stations. 
The dilemma, as Skelly sees it, is that a big 
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at “wild” advertising claims. To make sure no one 
takes the ads at face value, the company always 
says, “If this sounds fantastic to you, don’t worry. 
It is!” 

Even so, the first ad provoked a “violent re- 
action” in one reader, says G. W. Linn, Exide 
advertising manager. 

“Either he failed to see the humor or felt that he 
had been hornswoggled into reading it,” Linn re- 
ports. “He let us know about it with copies to the 
Federal Trade Commission and the local Better 
Business Bureau.” 

Apparently the FTC and the BBB did see the 
humor. Exide is undaunted. Asked if he has plans 
for more ads in this vein, Linn says, “It is a 
challenge to see what we can do along the same 
line. We have some ideas, at least.” 

Now, what happens if you put Bonf inside the 
doughnut battery? Do you have a jelly doughnut? 


market is partly untapped for lack of a welcome. 

The new appeal to women is built around a 
special light blue ladies’ credit card. But there’s 
more than that. 

To insure the woman’s touch throughout, the 
company has appointed Eva J. Dunham special 
assistant in charge of the program. Miss Dunham is 
confident that eventually up to 25% of Skelly’s 
credit business will be done with holders of the 
special cards. * 
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BY DAY: Champlin canopy’s “A-frame” support reaches high into the sky for extra visibility 
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Champlin's Big New Canopy: 





@ This massive winged canopy offers shelter from the weather, 


also provides striking visual impact 


@ It's a key part of Champlin’s “station of tomorrow.” Company 
officials say it identifies their brand with progress 


@ The prototype canopy above cost over $8,000. But that’s 
the difference between a routine outlet and an eyestopper 


CUSTOMER APPEAL is the real drawing card of 
Champlin Oil & Refining Co.’s new canopy design. 
Any canopy gives shelter. This one also promotes 
its brand. 

Says a company official, “It identifies the station 
in the motorist’s mind with progress and the latest 
advances in engineering design.” 

To get this effect, Champlin hired a top Los 
Angeles architectural firm, Pereira and Luckman. 
They came up with the experimental prototype 
shown above. It’s located in Oklahoma City. 

The canopy dominates the station design. A 
steel “A-frame” supports the cantilever wings. Ris- 
ing high above the canopy is the internally lighted 
acrylic plastic Champlin emblem. 

The building is much the same as any conven- 
tional installation. One difference: a section of the 





lube bay roof is raised to permit more extensive use 
of glass and better lighting. 

The prototype station departs from the usual 
Champlin color scheme of narrow red and blue 
horizontal stripes. It projects “planes of color” by 
means of red, white and blue panels. 

It's More Expensive—The new station costs 
$20,000-$25,000 more than other company-built 
outlets, says Champlin. The canopy itself runs from 
$8,000 to $10,000. The station building costs about 
$15,000 more than the usual station. 


One reason for the high initial cost: the station 
was custom-built on the site according to the 
architect’s specifications (it took four months to 
complete). If Champlin goes into production with 
the canopy station elsewhere, prefabrication may 
bring costs down. 
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BY NIGHT: Battery of floodlights and elevated sign make an equally startling effect 


Wings With a Dual Purpose 


Like all Champlin outlets, the canopy station was 
financed by the company. It is currently operated by 
a lessee dealer. 

The building is made from a bolted steel frame. 
Floor area is 1,300 sq. ft. The lot is 125x125 ft. 

In order to get as much transient trade as pos- 
sible—to take advantage of word-of-mouth ad- 
vertising—Champlin built the new outlet on a busy 
highway near a turnpike exit. 

At the station’s recent grand opening, Champlin 
gave away a television set, a hi-fi record player, 
and a barbecuer. Gallonage for the two opening 
days was 10,395. Division manager Floyd Guin 
estimates that average monthly gallonage for the 
station will be 20,000. This would be from 2,000 
to 4,000 gal. more than the company average. 


Under New Management—Company officials say 
the swept-wing station is part of a new look around 
Champlin marketing circles. This change began, 
they say, when control of the company passed into 
new hands about three years ago. 


At that time, the Chicago Corp., a producing 
firm, bought Champlin Refining Co. The new own- 
ers merged the two companies and their sub- 
sidiaries under the name of Champlin Oil and 
Refining Co. 


The new management pitched right in to over- 
haul the retail operation. Fifty new service stations 
were built—29 of them in 1956. Plans call for 
30 more by the end of this year. 
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Branded operations are getting a big push along 
with the modernization of retail outlets. Jobber 
and dealer training meetings have been made a 
regular part of company operation. A new gasoline 
was introduced last spring and in July, a new 
premium grade motor oil. Both came in on a wave 
of publicity and sales meetings. 

Farm markets are coming in for special empha- 
sis, too. Special educational films are being pro- 
duced and shown to farm meetings. Sales repre- 
sentatives of Champlin also attend these meetings. 
Champlin reports “excellent” sales results directly 
attributable to the farm programs. 

In 1956 a sales agreement was signed with Fire- 
stone Tire and Rubber Co. Formerly Champlin had 
two different suppliers. Concurrent with the new 
contract, a TBA department was established. Com- 
pany officials say TBA is in for a big push in the 
future. 

As a result, Champlin says, gasoline sales are up 
39% over 1954. Net sales in 1956 were $67,526,- 
280, compared to $55,727,577 in 1955. Net earn- 
ings in the same period rose 35% from $7-million 
to $9.5-million. 

The growth of the company in the last three 
years marks Champlin as a “comer” in its market 
area. Company officials will be watching the canopy 
station over the next several months, weighing a 
decision to go ahead with more. Other marketers 
say they'll be watching too—with more than 
routine interest. a 





Second of a series—to acquaint jobbers with the PURE franchise 


Facts tor Jobbers 
from Pure Oil 


Jobbers are and will continue to be PURE’s best means of distributing its 
products in much of its marketing territory. A published statement that is 
available to you tells why! 





Over 400 jobbers are currently enjoying a successful business under the PURE 
brand. 


Every state jobber association in PURE’s 24-state marketing area has many 
active PURE jobber members. In three of those states PURE jobbers are 
either immediate past presidents or president-elect. 


PURE has a special Trade Relations Department whose principal job is to 
keep in touch with PURE jobber problems. 


All Pure Oil jobbers benefit by ready acceptance of Pure Oil brands as a result 
of long-standing reputation for quality. The slogan “Be sure with PURE”’ is 
one of the best known sales slogans in the industry. 


If you are interested in growing and profiting 
with an aggressive, forward-looking oil company 
under a successful, selective marketing program, 
call or write Pure Oil’s District or Division 
Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 

35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to be a partner in profit with PURE 








| 
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With two-way radio, this oil heat distributor talks directly to burner men in the field. That means... 


Better Service, Fewer Men 


Two-way radio does the trick for this burner service operation, 
and saves the company over $8,000 a year in the bargain 


“WE WERE NEVER SATISFIED with the burner 
service we were able to give,” recalls W. Mitchell 
Rile (above, left). That was before his Mitchell 
Oil Co. got two-way radio last January. Today, 
says Rile, everybody’s satisfied—especially cus- 
tomers. 

In the old days, Rile’s Montclair, N. J., distribu- 
torship lost a lot of time between receiving a call 
from an account and getting a serviceman on the 
spot. That didn’t make the account any happier, 
especially in an emergency. 

The problem was simple: poor, slow communi- 
cations. Servicemen had to hunt up pay phones 
after each job to learn their next assignments. Often 
the next job would be in an area a serviceman had 
just abandoned for lack of a phone. 


How Radio Solved the Problem 

Two-way radio changed everything. “Now we 
just sit back and wait for accounts to call in,” 
says Rile. 

Radio also gives Mitchell Oil an advantage over 
its competitors in western Essex County: none of 
the others have it. And it puts Mitchell on a par 
with distributors in metropolitan eastern Essex 
County, who have used two-way radio for a longer 
time. 

“We can radio-dispatch our burner men to any 
part of the county,” says Rile. “That’s our whole 
market area, so we can use our men to better ad- 
vantage. It’s also made their workday easier. They 
don’t have to waste time running around looking 
for phones.” 


Mitchell Oil’s service is not only faster, it’s 
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better, Rile says. One of the company’s burner 
men is a troubleshooter who is on the road most 
of the time. Before two-way radio, there was no 
quick, easy way to get in touch with him. If any- 
thing urgent came up, Mitchell Oil would either 
try and locate him on his route or wait until he 
called in. 

But now a mechanic with a knotty problem can 
contact the troubleshooter within a matter of sec- 
onds, tell him his troubles, and get put on the 
right track. And if that doesn’t do the trick, the 
mechanic can ask the troubleshooter to drop in 
personally to take a look at the problem. 

This better service is not confined to Mitchell 
Oil’s crew of regular burner men. The company 
includes some of its subcontractors in the two-way 
radio network (it uses subcontractors to back up 
its main crew during peak periods). 

One subcontractor is an expert on commercial- 
industrial burners. With a two-way radio set in- 
stalled in his truck, Mitchell Oil has toned up 
service for heavy-oil users the same way it has im- 
proved service for domestic users. 


As have other oil companies using the air waves, 
Mitchell Oil reports improved customer relations 
as a result of two-way radio. Customers are im- 
pressed by the fast service they get. 


Rile recalls one incident shortly after two-way 
radio was put in. A customer had a leaky tank that 
was messing up her basement. While two-way radio 
got servicemen to her home in a hurry to empty 
the tank and wipe up the spilled oil, preparatory to 
removing the tank, the office located a new tank, 


(Continued on page 138) 





Fuel Oil 


“‘We are saving more than $8,000 a year now,” Rile says. “Our 
two-way radio has already paid for itself.”’ 


(Begins on page 137) 

radio-dispatched one of its burner men to pick it 
up, and had the new tank installed, connected and 
filled all within a little more than two hours after 
the first call. 

“The same afternoon,” Rile says, “this woman 
called to thank us for the prompt way we handled 
her problem. She'll remain a satisfied oil-heat 
customer.” 


Here’s What Two-Way Radio Costs 


Mitchell Oil’s investment in two-way radio adds 
up to $5,000-$6,000. “We bought our equipment 
instead of leasing it, because we think it’s cheaper 
that way,” Rile adds. 

Rile says he shopped around before he decided 
on Du Mont two-way equipment, but the choice 
went to Du Mont because its local distributor did 
the best job in engineering the layout and picking 
the site for the transmitter. 

For its money, Mitchell Oil has a base station 
($1,000), a remote station at the office ($250), 
mobile sets in five service trucks and two oil de- 
livery trucks ($500 each). Installation charges 
came to $35 per mobile unit and $100 for the 
basestation. 

In addition to depreciation, direct charges for 
two-way radio’s operation come to $10 a month 
for a leased telephone wire from the base station to 
the office (a distance of one-and-a-half miles), and 
$25 per month for base station rent. Instead of 
putting up his own base station, Rile rents space 
at a restaurant atop a mountain ridge, more than 
600 feet above sea level. 


News About Flues 


OHI is trying to gain support 
for safer chimneys 


LOCAL OIL-HEAT GROUPS now have a tailor- 
made plan to sell more local governments on the 
idea of including safe, all-purpose chimney regula- 
tions in local building codes. 

As its new public relations project, OHI’s dis- 
tribution division is furnishing grass-roots oil men 
with a kit that shows them how to do the job 
effectively. 

OHI’s approach to get more all-purpose chimney 
regulations in effect—and put the damper on Type 
B gas vents—differs from previous efforts in two 
big ways: 

e It’s the first national effort aimed at the grass 


Base station location at such a high point gives 
Mitchell Oil better coverage: both sides of the 
mountain, instead of only one if the transmitter 
were at the main office. 


Here’s What Two-Way Radio Saves 


Although Rile’s experience with better communi- 
cations has been limited, he’s more than satisfied 
with two-way radio because of economies he’s been 
able to make. 

“We are saving more than $8,000 a year now,” 
Rile says. “Our two-way radio has already paid 
for itself.” 

“We are saving at least two man-hours per man 
per day. On a five-man crew, that’s 10 hours a 
day. As a result, we have cut our service crew from 
five to four.” Rile estimates that saving at well over 
$6,000 in salary. The average would depend on 
the amount of overtime. 

“And we figure our annual telephone bill will be 
cut $1,200,” Rile adds. 

Mitchell Oil’s telephone bills were high not only 
because of calls to and from servicemen, but also 
because of its decentralized operation. The main 
office is in Montclair, the bulk plant is in Bloom- 
field and the garage is in East Orange. Drivers use 
the pay phone at the bulk plant to call in for late 
orders when they reload. They also report in when 
they reach the garage. 

But with five more oil trucks to be added to the 
two-way radio network, Rile believes Mitchell Oil 
can expect a further saving in telephone bills and at 
the same time improve its delivery operation as 
much as it has boosted its burner service. a 


roots. Previously OHI and local groups tackled 
state safety officials and national housing (FHA 
and VA) authorities. But they had little success. 
e Basically, it’s an educational campaign pitched 
to homeowners and home buyers. The idea is to get 
them chimney-conscious—to realize that a chim- 
ney is as important as other features in the house. 
The big item in the kit is a booklet (copies can 
be printed locally or bought from OHI) It sums 
up the case for safe all-purpose chimneys this way: 
e Homeowners can use any fuel—oil, gas or 
coal. With a Type B vent they are restricted to 
one fuel from one source. If anything happens to 
that fuel supply, they are out of luck—and heat. 
e Homeowners have greater safety. Type B vent 
is a minimum standard and if not properly in- 
stalled can become a fire hazard. Type B vents are 
approved where flue gas temperatures do not ex- 
ceed 550° F; all-purpose chimneys can withstand 
temperatures up to 2,000° F. 
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YOU CAN ALWAYS ADD SALES 
EVEN WHEN YOU CAN'T ADD SPACE 


as shown in this 


“SERVICE STATION 
OF THE MONTH” 


vir 


SPEEDY CONOCO SERVICE STATION, KINGSHIGHWAY AND NATURAL BRIDGE ROAD, ST. LOUIS, MO. 


Every square foot will sell more TBA, gas and oil 
with display merchandising fixtures designed by 
Shure “Space-Merchandising” Engineers. 


Write for folder 
showing full line 
and suggested 
arrangements for 


salesroom and THE SYMBOL OF 
luberoom MANUFACTURING CORPORATION | c«rer mercianoisinc 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 


November, 1957 * NATIONAL PETROLEUM NEWS 





1888 — The first practical pneumatic tire — by Dunlop 


1955—Globe was first with ‘one-package delivery’ of 
those go-togethers—dry-charged batteries and acid 


Tires and cars— acid and batteries — 
inseparables, each valueless without the 
other. And Globe was first to develop 
the package that delivers dry-charged 
battery and acid together, as they be- 
long. One package, but all ingredients — 
and method —for the swiftest, simplest 
activation of an inert battery into a 
brand new source of starting punch. 


First end to waste, measuring and guesswork First for faster, lower-cost delivery 
Compact cartons and lightweight plastic electrolyte 
bottles cut shipping costs. Globe's sixteen plants are 
strategically located, with fourteen (*) producing dry 
charged batteries. 


Bringing a Globe to life is this simple and sure. Slip each 
unbreakable, disposable bottle of pre-measured electrolyte into 
safety sleeve provided. Snip off bottle spout — and pour in the 


fresh Globe power. Battery may be on display for months, but Cries Wl. Sedan SONAR *OIOMA KANSAS, 
suddenly it’s new — when it’s a just-now-activated Globe. *HOUSTON, TEXAS, *LOUISVILLE, KY., “MEDFORD, MASS., 
MEMPHIS, TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, 
Another milestone in power — another first for Globe! “PHILADELPHIA, PA., REIDSVILLE, NO. CAROLINA, *SAN JOSE, 
CALIF., *HASTINGS-ON-HUDSON, N. Y., LOS ANGELES, CALIF., 

OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


SPINNING POWER 


SPLIT-seconp STARTING 


If it’s Petroleum-powered_there’s a GLOBE-BUILT BATTERY right from the start! 
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Abel Oil’s Ray Abel (left) talks price with a customer. He’s following the company’s informal rule. . . 


‘You Name It, Well Meet It 


@ That's the tire price policy used by this jobber. He figures 
the quickest way to close a sale is to talk price 


@ Build a reputation for price, he says, and people will 


come to you. So will the money 


TBA SALES totalling $280,000 last year proved 
that low prices could be profitable for Abel Oil 
Co., Shell jobber in Louisiana, Mo. 

Abel Oil concentrates on tire sales, and tire 
volume runs about 70% of total TBA (compared 
to an average of 55%-60% for most marketers). 
But tires tend to pull the rest of the line along 
with them, so non-tire sales are still well above 
the average oil jobber’s. 

Bulk of the TBA sales come from two salaried 
stations in two different towns. One has a Fire- 
stone franchise, the other a Goodyear. These sta- 
tions get the personal attention of the three Abel 
brothers—Al, Ray and Charles—and they do 60% 
of Abel TBA volume. 

The other 40% is taken care of by farm tractor 
owners, some fleet owners, and about 100 resale 
accounts (service stations, garages, car dealers). 

Potent Price Appeal—Abel’s prices may not 
be so much lower than other marketers’, but Abel 
does a lot more boasting about them. “We’re the 
most chiselin’ there is,” insists Al Abel. 
“The lower we pull our buying price because of our 


By FRANK C. STURTEVANT 
TBA Editor 
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volume, the more we pass on to the customer.” 

They want it known that they’re ready to grapple 
with all types of low price offers. “We compete on 
price with Sears, Gamble, Armstrong or anybody 
else. You name it, we meet it.” 

Abel didn’t start off with this price philosophy— 
it arrived there through experience. When Al and 
Ray Abel founded the original business, it was as 
retailers handling what they call a tire line that 
sold on quality. That’s too slow, says Al Abel. 
“The amount of time I spent selling quality, I 
could have sold twice as much by talking price.” 

The Abels feel that quick sales at low prices 
will automatically build volume for you. “I'd 
rather sell 10 tires to 10 men at a $1 profit each,” 
explains Al, “than sell one tire to a single customer 
at a $10 profit. Those 10 men will bring back 
more.” 

Dicker to Sell—The Abels know car owners 
today approach tire buying much as they approach 
buying a new car. They won't be happy unless they 
can do a little figuring. So you give them just 
enough to satisfy them. 

The customer’s first question, says Al Abel, 
usually runs like this: “What’s your low dollar on 
tires?” The stock answer at Abel’s is: “Are you 
going to trade?” (Continued on page 143) 





NEW MILWAUKEE NOZZLE VALVE 
features 1, 2 Or 3-SECOND aamper-proof closing 


Just specify closing time desired 





PARTLY CLOSED 


Full. capacity flow — Here, timing device Three seconds later! 
“‘palanced valve de- — has already restrict- A completely safe 
‘sign. Valve “works” . ed flow of liquid... cycle. Complete pro- 
with line pressure — ; operator experiences Ry tection for airports, 


fight it! Fin- ° X no shock or hammer. Fe e bulk plonts, truck 
“operation. : } tank operations. 














@ Shock-proof — no hammer 
@ No hose bursting 
@ U.S. Air Force approved 


@ New safety for over-the-wing 
refueling 


@ Balanced for easy operation 


Developed especially for the U.S. Air Force, the new 
Milwaukee P-2050 nozzle valve is now available to anyone 
handling hazardous fuels! Sketch above shows how the ex- 
clusive 3-second closing mechanism regulates flow of gaso- 
line — gradually easing the shut-off without danger of 
shock, hammer or back-up pressure which causes dangerous 
hose bursting. This tamper-proof setting can be changed 
by contacting the factory for parts and instructions. 

This is a balanced valve —less than 15 lbs. pull pressure 
under full line pressure from 25 to 70 psi. Line pressures 
offset spring load for easy operation in service. 

You can purchase this new valve in two sizes. The 14-in. 
size delivers 135 gpm at 25 pounds inlet pressure. The 2-in. 
size delivers 250 gpm at 25 pounds inlet pressure. 


ln ee — 





TODAY — write for new bulletin 
containing complete shock and flow 


technical data prepared especially for sapiieadimanl fil | Il H J KEE VA ANE COM Pa || V 
safer over-the-wing aircraft refueling. y 
’ BH 2379S. Burrell Street © Milwaukee 7, Wisconsin 


Subsidiary of Controls Company of America 
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(Begins on page 1/41) 

Then you quote what Al Abel calls the “asking’ 
price. They use for an asking price what used to be 
known in the trade as the key dealer price, about 22% 
off list. Then they make a trade-in offer. 

They don’t start out with a big trade-in figure. Al 
Abel figures the average trade-in tire is only worth 
from $2.50 to $3.50. But they’re prepared to take 
a second look at the old tires if there’s a good reason 
to do better. 

They'll try to better the trade-in if they find it hard 
to close the sale. The tire prospect may point out that 
he is a steady customer who buys a lot of other things. 
If he is buying as much as 1,000 gal. of gasoline a 
year, you may feel justified in cutting down as low as 
5% over cost if you have to. 

Or if he is a medium-gallonage farm customer who 
also buys tractor tires, you may want to do a little 
better for him, especially if he says he got a better 
price elsewhere. In such cases you say: “Maybe I didn’t 
look carefully at those old tires—maybe the treads are 
better than I thought they were.” 


, 
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On a good many sales they wind up getting around 
10% under the key dealer price. No Abel employe is 
authorized to give a better figure than the key dealer 
price, less a realistic allowance for the old tires, with- 
out approval. If such a decision is needed, it’s forth- 
coming instantly. One of the brothers is always on hand 
at the station, or can be reached by phone. 

Abel has a minimum price and won’t cut below it. 
It varies with the kind of tire, but generally it’s around 
5% over cost. Next to price, the Abels believe avail- 
ability is vital. Their tire inventory in the peak season 
runs as high as $70,000. Included is a wide line of 
truck tires. They’ve bought a former car dealer’s prem- 
ises adjoining one station so they'll have more room to 
carry a bigger stock. 

The Abels have more than one reason to believe 
their methods are right. In former days their area was 
a big one for mail-order tire business. The local parcel 
post employes tell them that’s not true today—incom- 
ing mail shipments of tires have fallen off sharply 
since the Abels took out after low-price competition. @ 


Here's a New TBA Yardstick 


@ Average station TBA 
ratio is $34.74 per 
1,000 gal. gasoline 


@ Stations have about 
31% of TBA business 


These are highlights of 
U.S. Rubber’s new study 


BASED ON a composite of all avail- 
able information, United States Rub- 
ber Co. places total purchases per car 
per year at $74.48 for tires, batteries, 
antifreeze and a group of 15 basic 
accessories. Excluded from the acces- 
sories are such seasonal items as seat 
covers and tire chains. 

In working out the service station 
share for individual items, a figure of 
33% was used for tires; 35% for 
batteries; 25% for accessories; and 
68% for antifreeze. The resulting 
averages are further broken down for 
six station categories ranging from 
5,000 to 35,000 gal. per month. 

At the end of the table is a calcu- 
lation of TBA gross profit on annual 
TBA sales for each size station. _p> 
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Monthly Gallonage of Station 


5,000 | 10,000 | 16,667 | 25,000 


$ 822 | $1,644 | $2,738 | $4,107 
79 358 596 894 
100 252 
$2,102 $5,253 
$ 616 
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o divisionof SCOVILL 


Always change the valve 
when mounting new 
tubeless tires | 


Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 
valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 

be as new as the tire. 








Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON °* Division of Scovill Manufacturing Co., Inc. 
BROOKLYN 38, NEW YORK 


FIRST NAME IN TIRE VALVES 











FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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What's New in TBA... 





Truck tire 

. called the Heavy-Duty Turnpike 
has been introduced by Pennsylvania 
Rubber Co. The new tire is designed 
for all types of highway operation 
front, drive wheels and trailers. Penn- 
sylvania claims its “one-type” con- 
struction simplifies dealér inventory 
problems and also put dealers in a 
strong position to bid for fleet business 
on the basis of low cost per mile. A 
dealer advertising package includes 
mailing cards and folders, plus special 
newspaper mats and radio scripts. 


Mud-snow tire 

. .. carrying the Flying A _ private 
brand is now part of the TBA line 
in Tidewater’s Eastern division. The 
line carries 90-level prices. A nylon, 
black and white tubeless is offered in 
750 x 14; 800 x 14 and 850 x 14. A 
rayon, black, tube-type is available in 
670 x 15; 710 x 15; 760 x 15, and 
the combination size 800/820 x 15. 


Washer attachment 


. . » for windshield wiper blades con- 
sists of an aluminum tube with per- 
forated spray openings. The tube is 
clamped onto the blade and connected 
to the present water supply by means 
of plastic hoses. The tube throws a 
spray directly in the path of the 
wiper blade. Manufacturer is Hays 
Distributing Co., 410 Michigan Ave., 
E. Lansing, Mich. 


Winter tire 


. called the Silent Traction has 
been added to the Dunlop mud-snow 
line. Claimed to run quietly on dry 
pavement without drone or vibration. 
A new feature is a tread designed to 
provide extra grip under starting and 
stopping traction. Available in 14”, 
15” and 16” sizes in tubeless or tubed, 
white sidewall or black. 


Plastic package 


. . . for flashlight bulbs is designed to 
increase sales and profits for the 
dealer. Theme of the promotion plan 
is: “Buy a pair, have a spare.” Pack- 
age holds two bulbs, visible from all 
sides, thus offering the customer con- 
venient storage for the spare bulb. 
Lamps are available in the new plastic 
pack in popular types including PR-2, 
PR-3, PR-4, and 14,. Manufacturer is 
Westinghouse Electric Corp., Bloom- 
field, N. J. 


New curing method 


. . . for retreading tires is claimed to 
cut average curing time by 50%. Prin- 
cipal item of equipment is a rubber 
pad containing a serpentine pattern of 
wires and an electronic control unit. 
Patent rights and trademarks have 
been obtained by Goodyear from 
Gibbs Research and Manufacturing 
Corp., of Janesville, Wis. Equipment 
will be produced in Goodyear plants 
and offered for sale to retread shops. 
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Goodyear Terra-Tires 


. are being used on tractors built 
by Atwood Vacuum Machine Co., of 
Rockford, Ill. The cylindrical shaped 
tires carry five pounds pressure in 
front and seven pounds in the rear. 
Their relatively thin, flexible walls are 
designed to travel over all kinds of 
rough, uneven, sandy or soft surfaces. 
Tractors equipped with these versatile 
tires are used for oil field, farm, con- 
struction, mining, pipe line, lumber- 
ing and many similar types of service. 


“String-open” containers 


. . have been substituted for con- 
ventional lid closed packages for some 
of the Du Pont No. 7 line of automo- 
tive chemicals. No. 7 Cooling System 
Cleanser, Bug and Stain Remover, 
Acid and Rust Inhibitor and Car 
Wash are all being switched into the 
new tamper-proof containers. The 
new package eliminates the need for 
a lid opening tool. It also makes it 
easier to pour such one-shot prod- 
ucts as the radiator cleanser and in- 
hibitor, because the cylindrical, open- 
top fiber package can be squeezed 
with little effort to form a spout. 


Rayon tire yarn 

. . . Known as Tenasco Super 401 has 
been developed by Courtalds (Canada) 
Ltd., of Montreal, and is now in 
limited production. It is said to make 
possible the use of 1100 denier yarn 
instead of the conventional 1650 
denier. Manufacturer claims the new 
yarn offers Canadian tire producers a 
rayon cord material that can be used 
to build lighter, stronger, cooler run- 
ning tires, at a cost 25% lower than 
the strongest competitive material. 


What Suppliers Are Doing . . . 





Nickel Cadmium Battery Corp. 


. . . Of Easthampton, Mass., has been 
sold to a subsidiary of Gould-Na- 
tional for an approximate $1,250,000. 
Products under the “Nicad” trade 
name have been sold for military, in- 
dustrial and commercial use since the 
company was formed in 1944. Nickel- 
cadmium type storage batteries were 
first made in Sweden in 1909 but 
were virtually unknown in this country 
before 1944. Because of the scarcity 
and high cost of cadmium they may 
never be practical for the automotive 
market, says A. H. Daggett, Gould- 
National president. 

(Continued on page 146) 
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Announcing 


NEW STEPPED-UP 
RICHFIELD 
HI-OCTANE 


... Still at regular price 
to distributors, dealers, consumers 


in that headline, you've got the big gasoline news of the year: 
a gasoline that saves money for motorists 
a gasoline that makes money for every Richfield Distributor 


New Richfield Hi-Octane Gasoline offers these important performance 
benefits: new higher octane, higher power, longer mileage, anti-stall, 
anti-icing, anti-rust. And this new product will be advertised on thou- 
sands of colorful billboards monthly from Maine to Florida. There 
will be station displays and dealer aids, too. 


IMPORTANT: New Richfield Hi-Octane is the kind of gasoline every 
motorist wants, a high octane fuel at regular price—ideal for most cars 
on the road today. It’s a worthy power partner of Super Premium 
Richfield—the super fuel for the very latest, highest-compression cars. 
Think of the advantages two such popular products can give you—as 
an independent Richfield Distributor. Write, wire or phone. 


J\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine to Florida 





146 NATIONAL 


Tires—Batteries—Accessories 





(Continued from page 145) 


All credit cards 


. issued by oil companies, airlines 
and hotels are accepted by General 
Tire dealers in the metropolitan New 
York area. Offer appears in news- 
paper advertising over the names of 
62 retail outlets in New York City and 
nearby suburban locations. 


Lamp sales flows 


. and stock recommendations have 
been prepared by Tung-Sol Electric 
Co., Newark, N. J. Shift in demand 
has brought 12-volt lamps to the point 
where they account for 44% of vol- 
ume, as against 34.77% last year. Re- 
commended stocks and coverage are 
worked out for dealers under and 
over 10,000 gal. a month, for ware- 
houses with annual lamp sales of 
$5,000 list value and over, and for 
those with annual sales of $10,000 
and over. 


Delco batteries 


. are getting heavy point-of-sale 
promotion this season. United Motors 
Service, which distributes the Delco 
line, has prepared 20 different items 
for dealer use. Included is a three- 
dimensional display consisting of an 
actual size cardboard and plastic bat- 
tery suspended by a simulated stream 
of battery fluid. Two new tubular 
steel display stands have been designed 
to be placed anywhere and offer “eye 
appeal” when viewed from any angle. 


Gasoline savings 


. . Tesulting from the installation of 
new spark plugs can be quickly cal- 
culated on a new computer offered 
both as a display piece and in small 
dial form. For service station use, 
AC suggests that dealers hand a com- 
puter to a motorist while his tank is 
being filled and let him figure the sav- 
ing for his particular annual mileage 
at prevailing gasoline prices. 


Cooling system drainage 


... Should be done with care, accord- 
ing to Du Pont. All petcocks should 
be opened instead of the radiator pet- 
cock only, or otherwise more than 
half the rusty coolant will remain in 
the system in many cars. Du Pont is 
aiming especially at the practice of 
leaving antifreeze from the previous 
season in the car throughout the sum- 
mer. 

Unless the system is completely 
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drained, says Du Pont, the addition of 
fresh antifreeze will not stop the ac- 
tion of any corrosive solution remain- 
ing in the motor. Such corrosive so- 
lutions are a major cause of over- 
heated engines because they can pro- 
duce rust-sludge and block the narrow 
water passages in the block. The fact 
that some cars have to be jacked up 
to get at the petcocks is all the more 
reason, says Du Pont, why the dealer 
should sell more customers on early 
antifreeze installation and complete 
cooling system service. 


Replacement tire sales 


. for the year should reach 55-mil- 
lion according to an estimate by 
United States Rubber Co. At that 
level the increase will be 3.4% over 
the total of 53,172,000 for last year. 
Truck tire volume for the year will 
probably be 8,400,000, an increase of 
0.4% compared with the 8,370,000 
shipped in 1956. 


New battery line 

. carrying the Flying A brand is 
now being marketed by the Tidewater 
Oil Co. in its eastern division. The 
new private brand line of dry charge 
batteries will be made in 14 sizes only. 
It is manufactured by Bowers. With 
the introduction of the new line, Tide- 
water is also adopting a new trade-in 
policy under which the company will 
take in all scrap batteries from its 
dealers at a set, uniform price. 


News About People ... 





Walter F. 
Brown has been 
named general 
sales manager of 
the U. S. Tires 
Division of 
United States 
Rubber Co. He 
was formerly 
manager of mar- 
keting research 
and planning. At 
the same time 
James A. Napier and James R. Tully 
have been named assistant sales man- 
agers. Napier, who will have charge 
of operations, was formerly sales 
manager of the north central division 
with headquarters in Pittsburgh. Tully 
will have charge of products and mer- 
chandising. He was formerly manager 
of oil marketer sales. 


(Continued on page 148) 








“NEWTYPE” 


TANK CAR-TANK TRUCK 
GASOLINE HOSE 


“‘Newtype”’ is de- 
signed to assure lower 
costs for gasoline un- 
loading, from tank car 
or truck, by providing 
maximum service ef- 


ficiency . . . easier 
handling and fast, un- 
restricted flow. 


“Newtype” is really kinkproof, with its tightly braided, wire-reinforced 
carcass retaining full inside diameter even on sharp bends. The tough, 
durable brown cover, with yellow identification stripe, is highly resistant 
to abrasinn and weather. It is a quality hose, in every detail, with reli- 
ability demonstrated through years of service to the Petroleum Industry. 
Sizes: 1%" to 4", in maximum lengths of 50 feet. 


“If it’s GOODALL, it MUST be Good!” 
Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 “ Maas) HOSE - BELTING - FOOTWEAR + CLOTHING 
AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Rié6er 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 
Branches and Distributors Throughout the United States and in Canado 
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A TYPICAL VIKING 
PUMP EQUIPPED 
BULK PLANT 


VIKING PUMPS PAY OFF 
in bulk plant service 


S pecify Viking pumps when you must be sure of self-priming 





performance . 


. . when you must have a positive suction lift . . . 


when you want safe pumping (equipped with Underwriters marker 
at slight additional cost). 


Capacities available up to 1050 GPM, and all are built with the 
original “Viking Gear-within-a-gear” pumping principle. 


Viking pumps that have been in service for years, pumping mil- 

lions of gallons of all types of petroleum products, are testi- 

monials to these new, modern Viking rotary pumps. Send today 
for catalogs Br and Cr. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


In Canada, it's "ROTO-KING" pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 
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(Continued from page 147) 


F. W. McCon- 
ky, Jr., formerly 
of Goodyear’s 
eastern region, 
has been named 
assistant vice 
president, and 
will devote full 
time to petroleum 
sales activities 
throughout __ the 
country. His 

ay headquarters will 
remain at 400 Park Ave., New York 
City. He joined Goodyear as an auto- 
mobile tire salesman in 1919. He has 
been eastern division manager since 
1944, 
o 

George W. Linn, advertising and 
sales promotion manager of the Exide 
Automotive Division of the Electric 
Storage Battery Co. at Philadelphia, 
has been ‘transferred to Cleveland. He 
will head a new centralized advertis- 
ing department for Exide, Grant and 
Willard batteries. At the same time 
Robert W. Getter, formerly assistant 
sales manager, has been made sales 
operating manager in ~leveland. 

& 


Charles A. Johnson, 56, one of the 
founders and the first national chair- 
man of the Oil Industry TBA Group, 
died recently at Cleveland Clinic. He 
was TBA manager for Ohio Oil Co., 
Findlay, Ohio. Johnson joined Ohio 
Oil in Wyoming in 1922, first as a 
clerk, and later as scout and landman. 
He switched to the sales department 
in the 30’s as assistant manager of 
TBA sales at Marathon service sta- 
tions. 

oe 


John W. Mc- 
Govern has been 
elected president 
of United States 
Rubber Co., suc- 
ceeding H. E. 
Humphreys, Jr., 
who becomes 
chairman of the 
board.- McGovern 
was formerly ex- 
ecutive vice presi- 
dent. He joined mapper 
U. S. Rubber in 1920 as an accountant 
in Boston. After serving in numerous 
accounting, industrial engineering and 
production posts, he became general 
manager of the tire division in 1943. 
He was subsequently elected vice presi- 
dent; director and member of the 
executive committee; and in 1956, 
executive vice president. 
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The West 


Coast to Coast on a Private Brand? 


Sure, says Californian Frank Urich. He's planning to build 


company-operated stations every 150 or 200 miles along main 


MIGRATION of businesses, new resi- 
dents and tourists to Southern Califor- 
nia is old hat. Now a Los Angeles 

, private-brander is 
moving eastward 
—-not to reverse 
the trend, but to 
take advantage of 
it. 

The innovator 
is George R. 
(Frank) Urich, a 
pioneer of the 
serve-yourself 
gasoline _ station. 
He plans to ex- 
tend his opera- 
tions across country until it’s possible 
to cross the continent on Urich prod- 
ucts. 

His idea is to place Urich stations 
at 150-200 mile intervals along main 
east-west arteries. For instance, he 
opened a new outlet at Indio, Calif. in 
May and has one just opening at 
Blythe, Calif., both on U.S. 60-70. 
This route will probably be extended 
through Phoenix, Ariz., and Roswell, 
N.M. into central Texas. 

A Urich station scheduled for 
Christmas opening at Barstow, Calif., 
on Rte. 66, could be the first in a line 
through Flagstaff, Ariz.; Albuquerque, 
N.M., and Amarillo, Tex., to Okla- 
homa City. Another line might swing 
north through Salt Lake City and 
Denver to Omaha. 

This isn’t just a pipe dream—at 
least not in the light of the fact that 
Urich is now building a new station 
every 60 days, and plans to up the 
rate to 10 a year by next summer. 
He’s looking for sites in Yuma, Ariz.; 
Needles, Calif., and Las Vegas for 
the cross-country scheme. He also has 
three sites in the Los Angeles area 
and one in San Diego, and is looking 
for locations in Oxnard, Bakersfield, 
and Bishop, Calif. 

The Cross-Country Move—Urich 
will stick to multipump stations in 
moving east. The outlets will sell only 
gasoline and oil at a price equal to 
the lowest in the vicinity. There will 
be no TBA sold and no lube or wash 
service. Each station will have two 
lube bays in case Urich should ever 





east-west routes — and perhaps provide motels, too 


want to sell any, but they'll be used 
only for storage and grand opening 
festivities. 

Cost of the stations will vary with 
land prices, but Urich is not stinting. 
His Indio outlet cost $95,000; so will 
the Blythe station. The Barstow sta- 
tion will ‘cost about $185,000; the 
land alone was priced at $140,000. 
The station buildings will be all steel, 
25x45 ft., with 25x70 ft. steel cano- 
pies. 

Present merchandising plans call 
for a splurge on moving into a new 
area and nothing more, though Urich 
may develop some permanent device 
to show the advantages of “traveling 
on Urich.” 

The advertising pattern set at the 
Indio opening will probably be typi- 
cal. It called for radio saturation: 
three Indio stations carried Urich 
commercials every 15 minutes during 
their broadcasting day, for the three 
days of the grand opening. They 
tapered off then to a few spots a day 
and were ended three months later. 

There was also a three-day whing- 
ding at the station. Free Cokes and 
popcorn, balloons for the kids and 
a clown to keep everyone happy were 
featured. Searchlights drew attention 
at night. 

Coordinated with the cross-coun- 
try move, but not actually part of it, 
will be a venture into the motel busi- 
ness. The motels will follow the same 
routes as the Urich stations, but won't 
necessarily be adjacent to them. The 
first motel, however, is probably still 
two years away. 

The Urich Enterprises—Urich is 
the prime mover of a complex net- 
work of companies in which two of 
his five brothers, his wife, son and one 
sister-in-law all participate. 

Their oil marketing properties in- 
clude 71 stations, 22 operated under 
the Urich name and 49 leased to 
other marketers, including some ma- 
jor companies. The Urich gallonage 
runs about 30-million a year; the 
smallest stations sell about 80,000 
gal. a month and the largest—the 
family showpiece in Whittier, Calif.— 
does 200,000 gal. a month. 

The basic Urich philosophy is to 
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concentrate on selling gasoline in vol- 
ume and trim away the unessentials. 
That’s why the cross-country outlets 
will offer only gasoline and oil. 

No Urich stations offer washes; 
most sell tires, tubes and batteries, 
which are handled through the com- 
pany. Dealers do give lube service, 
but are discouraged from doing me- 
chanical work and handling acces- 
sories. 

The one exception is the main 
Whittier station. It offers everything 
up to and including mechanical work 
short of overhaul. It also has a 64-ft.- 
square salesroom with TBA, hard- 
ware, sports goods, household appli- 
ances and personal items like electric 
shavers and fountain pens. 

About 20% of Urich customers 
serve themselves, but it may go as 
high as 50% in some stations, accord- 
ing to general manager Hugh Lacy. 
This percentage has held fairly steady 
since Urich began offering self service, 
though most self-servers now offer 
regular attendants as well. “Some peo- 
ple just like to serve themselves,” says 
Lacy. 

Urich’s pricing policy is simple: 
charge the same as the lowest price 
posted by any competitor in a given 
area. The company now aims to stay 
2¢ below the majors. Still, if the 
lowest competitor goes further down, 
Urich stations will meet him and not 
move up until he does. 

The Urich billing system makes it 
easier for the company to move fast 
in price competition, though it may 
mean extra work. Dealers are billed 
for gasoline metered out of the pumps 
rather than for gasoline delivered to 
the storage tanks. That means every 
time a new price is posted, Urich 
must take meter readings. 

Here’s a list of the more important 
Urich companies, for those who 
fancy corporate complexities: 

e Urich Serve Yourself Stations 
builds and leases stations to the Urich 
operating companies and other mar- 
keters. 

e Urich Oil Co. is the marketing 
organization for the 19 Urich outlets 
operated by lessee dealers. 


(Continued on page 150) 
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Make honey 


on added sales 





when you specify 


ASCOT 


INSTANTANEOUS 
Gas Water Heater 


in 
every 
station 








CAR WASHING: Adjustable to 
right temperature to protect finish, 
yet speed operation, reduce deter- 
gent cost. Greater customer, em- 
ployee satisfaction. 


ENGINE SCALDING: Big profits 
in this easily accomplished new 
source of station revenue. Scalding 
hot water immediately when 
wanted. 


SNOW & ICE MEETING: Bring 
correct temperature water out to 
pump islands for quick car clean 
up. Tremendous customer satis- 
faction. 


LAVATORIES: Nothing washes 
hands like good hot water .. . noth- 
ing feels so good and clean. Please 
customers, employees all year 
"round. 


ECONOMICAL OPERATION: 
Ascot is a miser with gas .. . you 
pay to heat water only when you 
use it—no tanks to keep hot. 


The Ascot Instantaneous Gas Water 
Heater is economical to buy, econom- 
ical to operate. Tested and approved 
by major oil companies in many areas. 
Mounts on wall out of way. All the 
hot water you want when you want it! 


SOUTHERN // 


844 BARONNE ST. @ NEW ORLEANS 13, LA 
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(Continued from page 149) 

e Urich Stations owns and operates 
two stations, will do the same for 
the cross-country outlets. 

e Urich’s owns and operates the 
main Whittier station. 

e Urich Serve Yourself Stations of 
Arizona will be the property owner 
for Urich stations in that state. 

¢ Ben-Hur Oil Co. owns various 
properties, including a station opera- 
ted by Urich Oil, holds oil leases and 
does some drilling. 

e National Tank Lines is a com- 
mon carrier that also does all the 
hauling for Urich stations. 

Among Urich’s other interests are 
an auto leasing company and two 
car dealerships. 

The Outlook—Urich management 
thinks independents will always be 
able to stay in competition against the 
majors. “The sheer weight of the ma- 
jors makes all their operations ex- 
pensive,” Lacy says. He recalls that 
in leasing a station to a’major com- 
pany, 27 men were involved in re- 
ceiving the station for the major, 
while only Lacy and one other man 
were on hand to turn it over. Simi- 
larly, Lacy himself draws the plans 
for Urich stations, thereby saving the 
company $800 to $1,000 on each. 

“The cumbersome paraphernalia of 
the majors, necessary for a big or- 
ganization to function at all, operates 
under a law of diminishing returns,” 
says Lacy. That’s essentially why in- 
dependents can undersell majors by 
as much as 3¢ gal. on their own gaso- 
line, he believes. 


The Rockies 





Carter on the Coast 


Carter Oil Co., Jersey Standard 
subsidiary which reached the Pacific 
last spring (NPN—Apr., 179), 
opened 31 new stations at once in 
Portland and Seattle in September. 
That’s the biggest step so far toward 
its goal of 55 stations in operation by 
the end of the year. 

To reach that goal, Carter will have 
spent $4.3-million in 1957. The com- 
pany expects to spend a total of $11- 
million on marketing in the Pacific 
Northwest during the next three 
years. 


Picking up the Tab 


A gasoline attendant at the Ontario, 
Calif., municipal airport fired up a 
number of red faces recently by re- 
fusing to sell a Transocean Air Lines 
pilot Shell gasoline on a Standard 
credit card. That meant the Trans- 
ocean plane couldn’t take off for 
Hawaii. 

A passenger—Bill Hendrie of Bar- 
stow, Calif—-came forward and of- 
fered his personal Shell card. He 
probably gulped when he signed the 
$1,135.58 tab, but Transocean ar- 
ranged to pay it. 

Douglas Johnson, Transocean’s ex- 
ecutive vice president in Oakland, 
explained that the company has an 
exclusive contract with Standard, 
which cross-bills when a purchase 
must be made from another com- 
pany. But the Ontario attendant didn’t 
know he could honor the Standard 
card. Bo] 


To Sell, Don't Talk Business 


TALK PRICE AND PRODUCT to a 
customer? That’s a mistake, says Phil- 
lips jobber Frank Tallman of Pueblo, 
Colo. He’s tripled 
his volume in 
three years sim- 
ply by “meeting as 
many outstanding 
business people in 
the community as 
I could.” He says 
this “develops 
friends who send 
you business.” 
Tallman’s the- 
ory is that “any- 
time you’re willing 


By Frank Piuman 
ockies Editor 


to do volunteer work in the commu- 
nity there’s a chance for you to help 
others and help yourself.” He has little 
sympathy for what he calls the major- 
company practice of giving a salesman 
only a price book, a big catalog and 
the product story. 

“They train him to talk about his 
price and product every time he visits 
a prospective customer,” says Tallman. 
“I seldom do that. I do that only when 
the customer asks for it. I talk to him 
about current events, about what’s 
happening around town. 

“After a few visits you learn his 
idiosyncrasies,” Tallman continues. 
“You talk about the subjects he likes 
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to talk over. No subject is taboo. I'll 
talk politics, religion or anything else. 
You have to be tactful, of course. 

“You can’t go back to people time 
after time with price and product. I 
don’t even know the price. When the 
conversation gets around to what | 
can lay the product down to them 
for, I have to tell them I don’t know 
but I'll get it for them.” 

Tallman spends most of his working 
day outside his office engaged in his 
many civic activities or calling on cus- 
tomers and prospects. 

He is chairman of the board of 
trustees of the First Presbyterian 
Church; president of the Pueblo Golf 
and Country Club; director of Ki- 
wanis; director of the Pueblo Savings 
Bank; vice president of the city’s an- 
nual drive for welfare funds, and 
chairman of the annual charity ball of 
a young businessmen’s group interested 
in underprivileged families. 

What’s Business?—These activities 
don’t keep Tallman away from his 
business, because to him they’re part 
of his business. But he gives his 
smooth-functioning office staff credit 
for enabling him to participate. 

“My office runs itself because I have 
outstanding people,” he says. “I give 
them a better than average salary and 
also give them bonuses.” 

Tallman also has what he regards 
as “the two best tank wagon salesmen 
in town. They are high type fellows 
who can fix anything around a station 
that goes haywire, and along with that 
they sit down and keep up an intelli- 
gent conversation with anybody.” 

Started—Tallman moved to 
Pueblo in 1954 after 17 years in Phil- 
lips’ marketing department, resigning 
as director of lubrication sales in 
Bartlesville, Okla. 

His biggest problem in founding his 
jobbership, he says, “was capital, as 
it is with every small businessman.” 

He leases the bulk plant from 
Phillips, which has five company- 
owned stations in his territory. 

Tallman Oil Co. now serves 14 
stations in Pueblo, including two that 
Tallman purchased himself in the past 
18 months. He’s planning construction 
of two more, which he’ll operate him- 
self. 

The bulk plant was distributing from 
110,000 to 115,000 gal. a month under 
the consignee; Tallman is now moving 
360,000 gal. a month. 

Tallman’s motor oil sales have 
boomed, too. Under normal conditions 
they were an exceptional 1:24. But 
a price war in Pueblo has caused 
gasoline gallonage to zoom and pushed 
the ratio down to 1:47. Ss 
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fa 
Right on Schedule! WE DELIVER 
KELLOGG-AMERICAN COMPRESSORS 
WHEN YOU NEED 'EM! NOT LATE, 
WHEN THEY MIGHT HOLD UP YOUR JOB 
... AND NOT TOO EARLY, EITHER, WHEN 
THEY MIGHT GET DAMAGED SITTING 
AROUND IN THE WEATHER! 








When the order calls for air compressors, 
it’s to your advantage to buy through your 
local Kellogg-American distributor. He 
specializes in meeting the needs of the 
petroleum industry. He offers you one 
source of supply for many of your pur- 
chases, and stocks units to individual oil 
company specifications. You'll find him 
listed in your classified telephone direc- 
tory. Call him today. 


Brake Shoe 


KELLOGG DIVISION « ROCHESTER, N. Y. 


A-3834 


Kellogg-American 
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Constant Flow 
at 20 gallons 
a minute 


Bennett 


Double Action 
BIG ft Piston Type 


TRANSFER PUMP 


For pumping one gallon or 100, 
Bennett Big G does it easier, 
faster, safer—up to 20 gallons a 
minute and up to a 20 foot lift. 


Bennett Big G hand pumps 
are built with the same preci- 
sion accuracy that have made 
Bennett pumps the standard for 
comparison for accuracy, long 
life and low maintenance cost 
the world over. That’s why you 
find Bennett Big G pumps on 
farms, in garages and service 
stations, on big construction 
jobs, in paint and chemical 
plants, factories and wherever 
dependable, fast, easy-to-use 
transfer pumps are needed. 


Bennett Big G pumps are 
available in a variety of models 
to suit your pumping needs. 


JOHN Woop COMPANY Bennett Pump Division Muskegon, Michigan 


IN CANADA: JOHN WOOD COMPANY LIMITED Toronto + Montreal « Winnipeg * Vancouver 
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Regions 


The Southwest 





It's Pigskin Time 


THOSE CONTESTS that ask you to 
“tell us in 25 words or less why you 
like our product” have now made their 
way to service sta- eae 

tion driveways in 7 y 

the Southwest. 

Since early Sep- 
tember, Humble 
Oil & Refining Co. 
has been conduct- 
ing a “football 
season contest” in 
Texas and New 
Mexico. Like 
some soap manu- 
facturers, Humble By Marvin Reid 
gives prizes during S°uthwest Editor 
the football season to motorists who 
can best say “in 25 words or less” why 
they liked a Humble gasoline. 

The three-months-long contest is 
part of what is perhaps the most 
spectacular—-and probably most ex- 
pensive—fall sales promotion cam- 
paign in Humble’s history. 

Prizes given winning motorists in- 
clude 288 portable 14-in. TV sets (24 
per week for 12 weeks); 576 transistor 
radios (48 per week for 12 weeks); 
and four “grand prizes.” The latter are 
five-day expense-paid trips to Dallas 
and the New Year’s Cotton Bowl foot- 
ball game for four couples. “All 
expenses” include such things as trans- 
portation, hotel suites, $250 per couple 
expense money, and $500 per couple 
gift certificates to leading Dallas de- 
partment stores. 

To win the prizes, motorists have to 
obtain contest forms by visiting Hum- 
ble stations. Then, each week, “winner- 
grams” listing contest winners are 
posted in all Humble stations. 

After telling their dealers what was 
coming up, Humble launched an ex- 
tensive ad campaign. As a kickoff, 
full-page advertisements about the 
contest were run in 550 newspapers. 
Later, spot radio, TV commercials and 
outdoor billboards were used. 

Humble isn’t saying what all of this 
cost. But its fall program this year 
was probably more costly than any 
other the company has ever had. 

The company has tried to make the 
word “Humble” synonymous with col- 
lege football in the Southwest. And it 
has done a good job. By getting in 
years ago, Humble tied up sponsorship 
of the SWC games and has hung on 
ever since. Continental Oil, however, 
has slipped into Humble’s back yard 
and now sponsors broadcasts of Uni- 
versity of Houston games. * 


(Continued on page 155) 
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additive offers 


economic advantage to refiners 


Engine stalls caused by carburetor icing have become more annoying 





YOU OUGHT TO KNOW... 





JOSEPH G. EVANS is manager of the 
Petroleum Chemicals Division’s San 
Francisco district, which includes the 
important northern California refining 
area near DuPont's tetraethyl lead 
plant at Antioch. 

Mr. Evans joined the Du Pont Com- 
pear in December, 1951. He was at 

rst assigned to sales service in the 
Mid-Continent region with headquar- 
ters in Tulsa. 

Prior to this he was development 
engineer for a stoker company in west- 
ern Pennsylvania, and later organized a 
company distributing industrial chemi- 
cals and maneiied Wlehenhs, 

Mr. Evans is a graduate of Texas 
A & M. During the second world war 
he was an officer in the U.S. Navy, on 
submarine duty in the Pacific. He was 
recalled to active duty in 1950 and 
served two years on a destroyer off 
Korea. He is a member of the Society 
of Automotive Engineers, National 
Sales Executives and the Board of 
Directors of the San Francisco Sales 
Executives’ Association. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 





to motorists in recent years. This is because automatic chokes and 


transmissions on newer cars make it difficult to prevent stalls by 


“gunning” the engine, especially in heavy traffic. Power brakes and 


steering, less effective when the engine stops, make stalls a still greater 


problem. 


THIS DEMONSTRATION DEVICE clearly shows the causes and prevention of 
carburetor icing. It consists of a small ice-cooled air intake and a 1.6-horsepower 
engine connected to it by a transparent manifold. When unprotected gasoline 
is drawn through the tube, ice visibly forms and causes the engine to stall. 
But the addition of DMF to the gasoline maintains constant, ice-free carburetion. 


More and more refiners are now us- 
ing additives in gasoline to prevent 
carburetor icing. One of the most effec- 
tive is DuPont DMF (dimethyl forma- 
mide) antistall additive. It is economi- 
cal; only a little is required for protec- 


tion. In many instances, less than two 
milliliters of DMF per gallon of gas- 
oline are needed to keep carburetors 
ice-free. Therefore DMF is economical 
to ship, to store and to add to gasoline. 

(Continued) 
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Marketing advantages 
Since motorists are becoming increas- 
ingly aware of carburetor icing and the 
stalling annoyance it causes, you can 
profitably feature your use of DMF in 
advertising and promotion campaigns. 


Anti-icing additive 








To help you capitalize on the motor- 
ist benefit of DMF, we have prepared 
a number of sample ads, poster designs 
and sales aids (shown above). These 
dramatize the anti-stalling advantage 
of gasolines containing DMF. The 
ideas can be incorporated in your 
advertising. 

Just drop us a line or get in touch 
with any Petroleum Chemicals Divi- 
sion representative. 








In 1956 Du Pont spent 
$48,000,000 in Texas 


During 1956, more than 2,000 Texas 
firms sold over $30,200,000 worth of 
goods and services to DuPont plants 
in Texas. During the same year, 
DuPont payrolls in Texas amounted 
to more than $17,700,000. 

The purchases included raw materi- 
als used in chemical manufacturing .. . 
natural gas, butadiene, propane, am- 
monia, chlorine, caustic, ethylene, cy- 
clohexane, lubricating oils, and nitric, 
acetic and sulfuric acids. 

Small business concerns supplied 
many of the more unusual items and 
services, such as embroidery hoops and 
cotton gun patches used in analytical 
work, And a group of Texas oil well 
drilling experts was retained by the 
Victoria plant to perforate the steel 
casing in a 5,000-foot brine disposal 
well. 





Watch the 
Du Pont ‘Show of the Month,” 
CBS Network 

















Importance of credit cards pointed up 
by findings of new Du Pont survey 


What do people really think about oil 
company credit cards? Finding the an- 
swer to that question was one of the 
objectives of a new study of service 
station customers’ motivations recently 
completed by National Analysts, Inc., 
Philadelphia, for the DuPont Petrole- 
um Chemicals Division. 

The survey revealed that 58% of the 
2,036 motorists interviewed were fa- 
vorably disposed toward the credit 
card principle. Only 16% were op- 
posed, while 26% were undecided. 
Apparently this group is ripe for credit 
card promotion. An earlier DuPont 
survey showed that credit card cus- 
tomers are more loyal to one brand of 
gasoline than those who do not buy 
on credit. 


Here’s why... 


The new DuPont survey probed also 
into the reasons why customers are 
predisposed toward credit cards. Card 
holders gave varying reasons for using 
them: for example, that they were con- 
venient to have on trips and that they 
enabled motorists to buy gasoline when 
short of cash. A few card holders re- 
tained oil company invoices as records 
of gasoline and oil purchased. 

In spite of the fact that the majority 
of service station customers’ attitudes 
toward credit cards were favorable, 
only 18% of all motorists had cards. 
Of these, 13% had one and 5% had 
cards from more than one company. 


Motivations vary by region 


The national survey report has been 
analyzed to determine regional differ- 
ences of habit and opinion. 

These of course will prove of inter- 
est to all oil company marketing men, 





but especially to those with only re- 
gional distribution. 

Credit cards are more widely ac- 
cepted and used in the west coast and 
southern states. 

Such information is but a small part 
of this new survey. The complete fnd- 
ings have been published in the new 
book, “Buying Patterns at Service Sta- 
tions,” now being distributed to oil 
company marketing executives. Re- 
quests from others in the industry will 
be welcomed and filled promptly. 


SALES OFFICES 


RAndolpnh 6-8630 
SUperior 1-1363 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—25 Prospect Ave. 


Denver 2—Petroleum Club Building, 
16th & Broadway 


Houston 2 
705 Bank of Commerce Bidg. CApitol 5-1151 


Los Angeles 17-612 So. Flower St. MAdison 5-1691 


New York 20— 
1270 Ave. of the Americas COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza LOcust 8-3531 
Pittsburgh 22—1 Gateway Center . ATiantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-6230 
Seattie 3—4003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario HUdson 1-6461 
in Other Countries—Organic Chemicals Department, 
Export Division, 7447 Nemours Bidg., Wilmington 
98, Del., OLympia 4-5121, Ext. 2962. 


AComa 2-2347 





REG. U. 5. PAT. OFF 


Better Things for Better Living 
... through Chemistry 


DU PONT TETRAETHYL LEAD AND OTHER PETROLEUM CHEMICALS 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U. S. A. 





Regions 


The Southeast 


What Incentives? 


SOUTHERN JOBBERS seem to have 
more trouble making incentive plans 
work than do marketers in other sec- 
tions of the coun- 
try. At least Don 
Ward, secretary 
of the North 
Carolina Oil Job- 
bers Assn. reports 
a good incentive 
plan is hard to 
find, and he’s been 
looking for sev- 
aral months. 
One Tarheel 
By Charles T. Dixon jobber may have 

Southeast Editor heen the victim of 
bad planning at first. He tried a com- 
mission plan for tank wagon drivers 
selling TBA, motor oil and grease but 
found he was paying incentives on 
items that had always “sold them- 
selves” without getting an increase in 
sales. That would make it seem as 
though he had put the incentive on 
the wrong products. 

Incentive plans disappear for quite 
different reasons, too. John White of 
Port Oil, Charleston, S. C., used to 
set aside 10% of his company’s profits 
for year-end distribution to employes. 
Now the company is using an acceler- 
ated depreciation write-off, so the 
books don’t show any profits. But 
salaries have been adjusted to make 
up for the lost bonus, and the incentive 
plan is hardly missed. 


Build, Build, Build 


There’s no rest for the hammers, 
drills, bulldozers and all the other 
construction tools put to work by the 
oil industry. Here are the latest 
reports: 

American Oil Co. will build a new 
terminal at Drummond's Point, east of 
Jacksonville, Fla., to replace one on 
a site sold for a paper mill expansion. 
Amoco plans to build a 1,300-ft. pier 
and ten steel storage tanks. 

Ingram Oil Refining Co. has a new 
$250,000 terminal scheduled for com- 
pletion last month at St. Marks, Fla. 
Its capacity is 3-million gal. of two 
grades of gasoline, kerosine and diesel. 

Florida Peninsula Oil Co. will build 
a new 150,000-bbl. terminal near the 
Amoco plant in the Jacksonville area. 
The company is an affiliate of Hess, 
Inc., Perth Amboy, N. J. 

General Gas Corp. of Baton Rouge 
is building a 600,000-gal. LPG termi- 
nal on the Flint River at Bainbridge, 
Ga. 

(Continued on page 156) 
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Regions 


The Midwest 





You Just Can't Give It Away 


MARTIN OIL SERVICE, a leading 
Illinois private brander, has been per- 
manently enjoined from giving away a 
car a month. The injunction was sought 
by Louis Spasojevich, a Phillips dealer 
in Chicago, and the Gasoline Retailers 
Assn. of Metropolitan Chicago. 

The complaint said the giveaway 
was a lottery contrary to Illinois law. 
Spasojevich also charged that it in- 
jured his business, and that if it were 
permitted to continue he and other 
dealers would lose their businesses. 

Martin, which has about 50 Illinois 
stations, had been giving away a car 
or $2,000 in cash to the holder of a 
winning ticket. The tickets were issued 
at Martin stations, and a winner had 
to appear within 72 hours to claim 
his prize. 


Socony Buys Peterson 


Socony Mobil has bought the assets 
of the George C. Peterson Co., its 
Chicago jobber and one of its largest 
distributors west of the Alleghenies. 
The deal included 170 service station 
accounts, of which Peterson owned 20 
and leased 47. No purchase price was 
announced. 

The Peterson company had over 
300 stockholders; over 96% of the 
stock was represented at the meeting 
which approved the merger unani- 
mously. That makes it seem less like 
another repetition of a retiring jobber 
selling out to his supplier and more 
like a corporate merger, say some 
Chicago observers. 

George C. Peterson, who was the 
president and largest single stock- 
holder in the company, will serve as 
a consultant to Socony for an indefi- 
nite period. He is in his sixties. Execu- 
tive vice president Ralph D. Hunt will 
retire. 

All employes were offered positions 
with Socony, and most have accepted. 
When details of the merger are com- 
pleted, the Peterson company will lose 
its separate identity and its various 
departments will be merged into So- 
cony’s Chicago operations. 


Toll Road Exclusive 


Indiana Standard evidently made the 
best bid for service station-restaurant 
combinations on three toll roads in 
northern IIlinois. But final results were 
not exactly what the Illinois State Toll 
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Highway Commission had in mind. 

Then it called for eight sites with 
different. companies offering competi- 
tive sales and service. The commission 
wanted the oil companies to finance 
the restaurants, however, and none 
would unless it could win exclusive 
rights to sell gasoline on the highway. 

With exclusivity agreed on, Conoco, 
Cities Service, Pure and Shell, as well 
as Indiana Standard, made bids. 

But Standard’s winning bid was 


The East 


offered for only five of the eight 
sites. The remaining three will be 
developed later, the commission an- 
nounced, when new bids will be in- 
vited. 

The Indiana company offered $13- 
million for 25-year leases on the five 
sites, plus a percentage of sales. The 
commission will receive 2.51c gal. on 
the first 30-million gal. of gasoline 
sold, with the amount increasing on 
each succeeding 5-million gal. to 2.99c 
on all over 45-million. It will also get 
9% on TBA sales and 10% on food 
and gift sales. 

The commission expects to realize 
$27.3-million over the 25-year lease 
period. * 


Which Way Gasoline Prices? 


IN ONE AREA, jobbers think gaso- 
line prices are on the mend after 
hitting new price-war lows, 

In another sec- 
tion of the East, 
jobbers think the 
present price struc- 
ture, also up from 
a new price-war 
low, is just the 
calm before the 
storm. 

And in New 
Jersey, amid deal- 
er reports that 
they hear some 
majors are inter- 
ested in saying goodbye to fair trade, 
Sun Oil has cut its fair-trade price one 
cent “to meet competitive conditions.” 

Connecticut jobbers hope prices are 
on the mend. But if they should tum- 
ble again, they are ready to cut loose 
against commission stations. They say 
commission stations put the jobber and 
his dealer behind the eight ball in 
price wars. Dealers at commission 
stations are guaranteed a set margin 
regardless of price swings, a situation 
that jobbers can’t meet. 

Pennsylvania jobbers are pessimis- 
tic. They think prices are likely to 
slip again. And they are upset over the 
subsidies they say majors hand out 
to their dealers. Cut out the subsidies, 
they say, and price wars will end 
themselves. 

In New England, prices rose when 
Socony Mobil upped tankwagon prices 
after they had dipped as much as 6c 
gal. below Gulf quotations. Some of 
the fog around Pennsylvania’s prices 


By 
Cornelius Brodersen 
East Coast Editor 


was dispelled when Atlantic Refining . 


re-established a two-zone price system 


for the state. In an earlier attempt 
at bringing prices up, Atlantic had 
divided the state into three price zones. 


Calso Hits New Area 


California Oil Co.’s station signs are 
out in several new locations in the 
Athol-Gardner area in Massachusetts. 

Edwin C. Temple, head of Temple 
Oil Service, has been named Calso 
jobber in the area. 


Helping Local Oil Men 


Down east, Maine Oil & Heating 
Equipment Dealers Assn. is lending 
a hand in organizing local heating oil 
groups, but without any thought of 
feathering its own nest with new 
members. 

Spadework is being done by Don 
McGovern, executive secretary of the 
state group. “We want local men to 
get together to solve their own prob- 
lems,” he says, “and we don’t want to 
be called in to iron out strictly local 
issues.” 

So far, McGovern has midwived 
local groups in Sanford, Portland, 
Brunswick, Lewiston, Augusta, Water- 
ville and Waldo county. 


Sinclair Gains Outlets 


Sinclair Oil now has bigger repre- 
sentation in northeastern Pennsylvania. 
Tulsa Petroleum Co., Esso jobber in 
the Scranton-Harrisburg area since 
1939, has joined its team as a com- 
mission marketer. Twenty-four outlets 
and a gallonage over 4.5-million an- 
nually were involved in the change of 
station signs. w 
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Who's Minding The Store ? 


. «in the magazine publishing business, it’s 


The Audit Bureau of Circulations (ABC) is a cooperative organization that 
sets standards of good business conduct for its publisher members. Twice each 
year ABC auditors carefully scrutinize the entire circulation structure and 
operation of every member magazine. In a very real sense, therefore, they are 
“minding the store” — making sure that no false or misleading claims are made 
regarding the size or composition of a'magazine’s audience. 


heats: . eae ] 


McGraw-Hill is a charter member of ABC and has 
supported its aims continuously for over 40 years. 
We believe this membership serves you by providing 
full assurance that every subscriber to McGraw-Hill 
magazines displaying the ABC symbol is paying to 
receive his copies. 


You’re the boss when you pay money for any maga- 
zine. Your vote of confidence and your renewals of 
subscriptions are dominant in the thinking of editors 
and publishers. Advertisers are vitally interested, 
too, and their support helps earn the dollars needed 
to do a stronger, more useful editorial job for you. 
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Accurate Figures — about you are the heart of 
ABC’s job. ABC does a candid, unbiased, certified 
audit of all subscription figures of member maga- 
zines — and of the subscribers’ jobs, functions, and 
locations. These audits help editors to tailor the con- 
tents of their magaziné to your specific job interests. 


— 


You, the subscriber, win when you buy business 
magazines that hold membership in the Audit 
Bureau of Circulations. The ABC symbol signifies 
that the publication to which you subscribe makes 
every effort to provide you with the type of informa: 
tin you need to do a better, more effective job. 
It also indicates that the publisher maintains the 
highest standards of business ethics. 


McGRAW-HILL PUBLICATIONS 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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That's how it works out at 
Boston's Bonded Oil System, 

where a fleet supervisor —_> 
and his crew of three stay up 
nights looking for trouble 


“TRUCKS ARE MY HEADACHE.” That’s how 
Ed Lynch describes his job. 

But Lynch—fleet supervisor for Bonded Oil 
System, Boston—isn’t reaching for aspirin. Neither 
are executives of Bonded, a full-line Esso Standard 
jobbership. “Our downtime due to road failures is 
about one-half of 1% of our road time,” says 
Meyer Cutler, Bonded’s general manager. 

What downtime the company does rack up, says 
Lynch, is not due to automotive equipment failure. 
It’s caused by equipment used in oil and gasoline 
delivery, he claims. 

“No matter how hard we try, we can’t tell when 
a pin in a pump will shear off, when a power take- 
off drive shaft is going to dry up, when the hose 
reel windup shorts out because it has gotten too 
much oil from a driver’s glove or when a meter 
will jam,” Lynch says. 

Although these things happen about a dozen 
times a year, Bonded is convinced that preventive 
maintenance pays off. It knows that its truck and 
passenger car fleet is in the best possible shape in 
spite of the daily punishment it absorbs in city- 
suburban operation, in all kinds of weather and 
on all types of roads—including city-area back 
alleys. 


How to Check a Truck 


When Bonded’s trucks come off their routes each 
night, Lynch and his three-man crew know what’s 
to be done. 

Bonded’s two Macks, two Fords, one Brockway, 
one cab-over-engine GMC and seven Whites are 
checked for crankcase oil level, radiator water 
level, antifreeze solution strength (if it’s winter) 
and battery water level. 

If the levels are up to snuff, they are checked 
out as OK on Bonded’s daily truck check report. 
If any makeup oil, water or antifreeze is added, 
the amount is also put on the daily report. 

Drivers’ reports on the condition of their trucks 
are also checked nightly so that repairs or replace- 
ments can be made before the truck hits the road 
again the next day. 

Lynch looks to drivers’ reports for clues to pos- 


Night Checks Cut Downtime 
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Supervisor Ed Lynch: Each check means money saved 


sible trouble ahead. A driver, for example, may 
report an overheated motor each night for several 
days. Lynch then looks up the daily truck report 
to see what attention the radiator has been getting. 
If he thinks too much makeup water or antifreeze 
was added, he'll check the radiator for leaks, look 
over the hose and hose connections, check the 
water pump or decide to have the radiator cleaned 
out if he can’t locate the trouble elsewhere. 

The main work each night is checking tires. They 
are looked over for cuts, bruises, nails and glass, 
as well as for wear and pressure. Particular atten- 
tion is given inside tires on dual rear wheels because 
they wear faster. Tire condition and additional air 
needed, if any, are noted on the truck report. 

Any tire that needs air nightly is suspect and 
is taken off for further inspection before it causes 
trouble on the road. The same goes for tires on 
oil trucks that become soft and spongy because of 
the oil they pick up. 

Bonded’s aim is to prevent truck lay-up on the 
road because of tire failure. Bonded’s trucks, Lynch 
says, don’t carry spares. Any tire failure would 
mean time lost until a spare was brought out. 

“By having such a tire inspection program,” 
Lynch says, “we have cut down road lay-ups due 
to tires. The worst we have are broken sidewalls 
and that happens about five or six times a year.” 


Such cases are not the fault of the tire inspection 
program. Drivers, he says, cover some rough, nar- 
row, glass-strewn streets. And in getting to the fill 
pipe and out again, tires can be bruised against 
curbs. A few too many such bruises and the side- 
wall is broken. 


When this happens, Bonded moves fast—even 
though night worker Lynch isn’t around. The sys- 
tem he set up goes to work anyway. If the truck is 
within 20 miles of the office, a spare is taken from 
one of the 22 tires—two in each tire size used in 
the fleet—that Lynch keeps mounted at all times. 

(Continued on page 160) 
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“... With today’s high costs, breakdowns are extra expensive. 
Cost of prevention is always cheaper.”’ 


(Begins on page 159) 
If the truck is farther away, a call goes out to a 
tire company near the scene. 


To get the most mileage out of the rubber, Lynch 
rotates heating oil truck tires once a month and 
switches the tires on the gasoline and solvents 
trucks every three months. Even then, the job isn’t 
done haphazardly. Tires, especially on dual wheels, 
are matched to within a one-quarter-inch tolerance 
in diameter so that they both carry an almost 
equal share of the load. A caliper rule makes the 
matching job easy. 

When tires wear out, those on the gasoline and 
solvents trucks are recapped; those on the oil 
trucks are scrapped. “We tried a recap once on an 
oil truck,” Lynch says, “but the rubber came off in 
chunks and the job lasted about six months. Be- 
cause oil truck tires pick up too much oil, they get 
spongy and won’t take a recap.” 

Wheel balancing isn’t in the Bonded program 
because of the frequency of switching tires on and 
between trucks. “But if a driver reports a control 
problem,” Lynch says, “then we’ll do the job.” 

While Lynch’s men are under the trucks check- 
ing tires, they also inspect for such things as loose 
U-bolts, broken springs, loose king-pins and tie- 
rod ends. 

More Work Ahead—There’s more to the Bonded 
maintenance schedule — lube work, crankcase 
changes, and the like—and it’s done on a rotating 
basis to spread the work and prevent a shop jam. 

Trucks are lubricated every two weeks regardless 
of mileage. Lynch says grease can be washed away 
by wet streets. 

Crankcase oil is changed every second grease 
job, again without regard to mileage. With truck 
engines used to pump oil, road mileage figures 
don’t tell the true story. “If we left the oil in until 
the mileage told us to change, we’d picked up too 
much sludge due to idling and pumping,” Lynch 
says. Esso Extra No. 3, a medium oil, is used in 
the crankcase. 

Once a month, each truck gets a “physical” that 
includes compression test, clutch examination, rear- 
end check, drive-shaft alignment check, brake ad- 
justment, and steering examination. If anything is 
wrong, Bonded’s garage can handle all motor over- 
haul work except cylinder reboring and drive-shaft 
alignment. 

Oil filters are changed every three months and 
spark plugs are changed every 8,000 road miles, 
with cleaning and adjustment every 2,500 road 
miles. 

Transmissions and differentials are drained 
every six months. SAE 90 is the winter grade and 
SAE 140 is used in the summer. 


Body and fender damage, although not strictly 
a PM item, is not overlooked. A driver who dents 
a fender can usually find the damage repaired the 
next time he takes the truck out. 

“We find that drivers are more careful if they 
see such things taken care of immediately,” Lynch 
says. And quick action prevents more serious dam- 
age from building up. A ripped fender could tear 
a tire. 


Cars Need Checking, Too 


Bonded’s heating oil and heating equipment 
salesmen use nine cars to cover their areas. Much 
the same inspection system has been set up for 
these vehicles: 

@ Tires are checked weekly to cut down road 
failures. Wheels are balanced for longer tire life. 
Tires are rotated every 5,000 miles. When worn, 
casings get snow-tread recaps. 

@ Crankcases are drained every 1,500 miles. 
Esso Extra No. 1 oil goes into the older cars; 
Uniflo is used in the newer models. 

@ Lube work is done every 1,500 miles. 

@ Transmissions and differentials are drained 
twice a year. 

@ Oil filters are changed every 5,000 miles. 

@ Spark plugs are changed every 20,000 miles; 
checked, cleaned and adjusted at 5,000-6,000 
mile intervals. 


What the Night Checks Cost 


“We figure the PM part of our program comes 
to about $4,000 a year,” Cutler says. This splits 
up fairly equally between parts and time. 

Although Lynch’s tour of duty is usually eight 
hours, only the time actually spent on PM is 
charged to PM. The same applies to the part-time 
crew: a bodyman-painter, a tireman, and a washer- 
greaser. 

Work is scheduled so that part-timers can be 
finished with their assigned jobs in three or four 
hours, sometimes less. If some trouble develops 
during the daytime, when Lynch is off, Bonded 
can call in one of its part-timers, a dealer who 
operates a station almost next door. 

Lynch has been with Bonded for 10 years. Be- 
fore that he was fleet supervisor for a trucking 
outfit in Maine. It was Lynch who suggested PM 
to Bonded’s management shortly after he came to 
Boston, using his Maine trucking experience to get 
the Bonded program under way. 

“Even back that far, breakdowns were costing 
money,” Lynch says. “But with today’s high costs, 
breakdowns are extra expensive. Cost of preven- 
tion is always cheaper.” & 
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There Are Big Things Ahead 
in Transportation-—Literally 


TRANSPORTATION seems to be a field where 
“bigger” still means better, and the National 
Petroleum Assn. heard in September that future 
transportation will be bigger, indeed. 

The average tank motor vehicle will be 8,900 
gal. in capacity. (The 1955 average was 6,140 
gal.) It will be bottom-loaded and unloaded in 
ten minutes or less. It will be a single-compart- 
ment unit, probably aluminum or stainless steel. 

Those are the predictions of C. Austin Suther- 
land, managing director of National Tank Truck 
Carriers, Inc. He believes the federal highway 
act of 1956 will help push capacity up. It grants 
aid only to states that do not authorize vehicles 
over 73,280 Ibs. gross weight, except that states 
having higher weight limits when the act was 
passed can retain them without penalty. Suther- 
land thinks the many states below the maximum 
will gradually raise their weight limits to the top. 

Bottom-loading as Sutherland sees it, will be 
entirely automatic, in addition to its advantages 
for safety and economy (NPN—Sep. °56, p119). 
And he figures that shorter loading times will add 
at least one round trip per day to a tank truck’s 
haulage. 

Railroads Reviving—The railroads can be ex- 
pected to make a real bid to recapture some of 
the petroleum business they’ve lost to pipe lines, 
trucks and barges. Their weapons will be king- 
size, improved tank cars. 

One such is a 19,200-gal. car built by ACF 
Industries which reportedly offers 90% more 
capacity than standard cars for only 27% greater 
cost. Union Tank Car Co. is building cars without 
domes or underframes and hopes to eliminate side 
running boards, too. These weigh less, cost less, 
can carry more and should lend themselves to 
greater versatility, according to E. A. Locke, 
president of Union. 

J. P. Krumech of ACF’s Shippers’ Car Line 
division and T. M. Thompson of General Ameri- 
can Transportation Corp. also spoke on expected 
improvements in rail transport of petroleum. 

Pipe Lines Grow, Too—Product pipe lines will 
continue to be constructed at a greater rate than 
crude lines, NPA heard from Gordon C. Locke, 
-general counsel of the Committee for Oil Pipe 
Lines. And pipe lines, too, are getting bigger. 
That’s one reason pipe line rates are about the 
same as they were 15 years ago. 

Bigger Barges for Lower Rates?—David Wright, 
president of Lake Tankers Co., told NPA that in- 
creases in size, power, and speed are responsible 
for progress in the barging industry. And he thinks 
barging rates could be reduced by as much as 
30% if cargoes become larger and less frequent. 
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@ This “Super Pluto Aircraft Refueler” holds 6,000 
Imp. gal. and is one of the largest in the world. Esso 
Petroleum Co., Ltd., operates it at Prestwick Airport 
in Scotland. Most American aircraft refuelers are 
4,000 to 5,100 U. S. gal. (an Imperial gal. equals 
1.201 U. S. gal.). 


NTTC Schools Oil Men 


National Tank Truck Carriers’ third transpor- 
tation school, held this summer, emphasized 
petroleum for the first time. Chemical transporta- 
tion had been featured at the earlier schools. 

Shippers, carriers and manufacturers met in 
East Lansing, Mich., to hear experts discuss 
developments in loading and unloading; key stop 
systems; and calibration of tank vehicles. There 
was also a panel on petroleum shipper-carrier 
relationships. Panel participants included D. A. 
Beldon, Ashland Oil & Refining Co.; Lt. Co. H. D. 
Burnett, Military Traffic Management Agency, 
and Sam E. Carpenter of Earl Bray, Inc. 

These subjects took up the school’s first day. 
The second and third were devoted to general 
tank truck topics and the fourth to chemical trans- 
portation problems. 


‘Toothpaste Tube’ to Carry Oil 


Latest in the collapsible tank line is a giant 
“toothpaste tube” made by U. S. Rubber Co. It is 
designed for use with trucks, railroad cars, or 
barges. Big advantage: it can be rolled up and 
stored in a corner of the carrier, so the same car- 
rier can be used to transport dry cargo in one 
direction and liquid cargo in another. It can be 
made to fit any carrier; U. S. Rubber plans to 
make a 6,500-gal. size for railways and 10,000 to 
20,000-gal. sizes for barges and plant storage. A 
3,800-gal. model has been shown publicly. 

Sinclair has ordered a special barge for a simi- 
lar purpose: it will carry 19,000 bbl. of lube oil 
in twelve tanks and 700 tons of dry cargo— 
packaged petroleum products—in a deckhouse. 
The barge, being built by Gibbs Corp. of Jackson- 
ville, Fla., will ply between Sinclair’s Houston 
refinery and a new oil canning plant the company 
is constructing near Birmingham, Ala. It will be 
suitable for river, coastwise and lake service. 
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Florida Marketers 





Prices Cloud Sunshine State 


FLORIDA Petroleum Marketers 
Assn. held its fall meeting amid one 
of the longest and most virulent gas- 
oline price wars the state has had. 

In much of southeastern Florida 
pump prices were down to 21.9¢, 
22.9¢ and 23.9¢, depending on brand. 
Otis Ellis, National Oil Jobbers Coun- 
cil general counsel, lashed the “stu- 
pidity” of dealers, jobbers and suppli- 
ers, who, he said, had not yet learned 
how to market gasoline successfully. 

Ellis took the occasion to warn the 
jobbers that all too many are still 
inefficient, that many are operating as 
they did 20 or 25 years ago, and that 
they have a lot to learn about market- 
ing. He warned that unless jobbers, 
along with suppliers, do something to 
reverse the trend they are “headed 
out of business.” 

He saw some danger in the fact 
that some major suppliers “do not 
care for jobbers.” And, he added, 
“they are the market leaders.” Ellis 
named names—particularly Esso 


Standard, Indiana Standard, Standard 
of California and Standard of Ken- 
tucky. He added that those compa- 


nies that do believe in jobbers are 
running into competition “almost im- 
possible to cope with.” He warned 
that some of them might have to 
eliminate jobbers. 

Miles M. Mills, executive vice pres- 
ident of NOJC, hit the price wars, 
too, declaring “we must continue to 
fight the causes of the many price 
wars created by a few unscrupulous 
cut-rate price operators who are sup- 
plied by the major oil companies.” He 
urged jobber organizations to partici- 
pate to a greater degree in API’s 
marketing division and called for an 
attack on the “misconception” of some 
majors that “there is no place for job- 
bers in transport consumer commercial 
account business.” 

Mills also warned the jobbers to 
start studying proposed and existing 
highway regulations to protect them- 
selves as well as the public’s interest. 

Employe Relations—“As a dealer is 
treated by his jobber, so will he tend 
to treat his customers,” said Frederick 
H. Meeder, president of Richfield Oil 
Corp. of New York. He stressed the 
“major responsibility” jobbers have to 
understand the importance of human 
relations as part and parcel of em- 
ploye relations. 

Another speaker, Bill Lacer of 
Shaw Brothers Oil Co., Miami, used 
the petrochemical industry to illus- 
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trate how the millions of dollars spent 
by big business in research and de- 
velopment work have helped small 
business. 

Fuel Panel—A fuel oil panel con- 
tributed some ideas on how to succeed 
even in a Southern state like Florida, 
which had fewer than 30 heating 
days last winter. 

Cecil Collins of Tallahassee said 
there is little added cost in handling 
fuel oil along with gasoline. With a 
complete line of refined oils, the job- 
ber is in an even better position. 
Commercial accounts, good all year, 
help to balance seasonal fuel demand. 
Local fuel oil dealer associations are 
mighty useful, said Art Willis of St. 
Petersburg. He cited his group as a 
“life saver.” 


Colorado Petroleum Marketers 





Reggie Moffat, Johnson Fuel Oil 
Co., Orlando, explained the “satura- 
tion effect”’—using scattered bulk 
plants and cleaning up one neighbor 
hood at a time to eliminate frequent 
emergency fuel oil deliveries. 

Resolutions—The association went 
on record in favor of legislation elimi- 
nating or reducing the state tax on 
inventories and in favor of a law 
limiting the amount of gasoline a 
truck from another state may bring 
in tax-free. 

It again went on record opposing 
the practice of suppliers bidding be- 
low jobber price, and arranged to 
make this the subject of continuing 
study. Conferences with oil company 
division managers have been set up. 

An educational program for deal- 
ers, to dovetail with the distribu- 
tive education program, was recom- 
mended. A DE program, the first in 
Florida, was started in Orlando in 
October. 


All Out for Education 


EXPANDED educational _ services, 
and an enlarged membership “dedi- 
cated to helping each other,” were 
charted as immediate objectives by 
the Colorado Petroleum Marketers 
Assn. at its third annual convention. 

Roger MacDonald of Denver, who 
was re-elected president, keynoted 
the Glenwood Springs meeting with 
the declaration: “We never get 
enough education, regardless of our 
age or experience. 

“We'll do more in education,” he 
assured the 50 or so jobbers at the 
meeting. “Our management institute 
last spring was only a starter. We'll 
hold more of those at the University 
of Colorado. We’re planning to step 
up our efforts in high school and 
dealer education.” 

One of the principal speakers was 
L. T. White, manager of business 
research and education for Cities 
Service Petroleum Inc. He urged the 
association to make educational 
services the basis of appeal for more 
members. 

Helpful Hints—How much capital 
is needed to expand your business 
can be answered by research, White 
said, and a good rule of thumb is 
this: “Every time you add $5 in sales 
volume you require another $1 in 
working capital.” 

To find out how many new em- 
ployes you'll need to double your 


business, White suggests, “Divide the 
amount of increased sales hoped for 
by 15. That gives you the dollars of 
payroll that have to be added.” 

The need for education was 
underlined by another speaker. W. 
J. Gerwe, special representative for 
the central region of Socony Mobil 
Oil Co. “You must know all there is 
to know about your business,” he 
said. 

Directors of the association instruc- 
ted officers to continue their planning 
for educational expansion along the 
lines laid down by the program 
adopted by the 1953 National Oil 
Jobbers Council convention. The basic 
parts are (1) jobber management 
institutes at state universities, (2) 
management courses for dealers in 
local high schools, (3) distributive 
education courses in high school. 

Insurance Inducement—The asso- 
ciation is undertaking a serious study 
of insurance plans in hopes that these 
may provide another inducement for 
joining the association. George 
Calkins of Denver, an association di- 
rector, said “it may be patterned 
after the Tennessee plan, which 
seems to be the most successful in the 
country.” 

Directors also voted to study a pro- 
posal to accept consignees as dues- 
paying members of the association on 
a non-voting status. 
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Georgia: Peachy 


WHEN THE GEORGIA association 
met for its fall convention, the pre- 
vailing mood was a happy one. An 
oversupply of gasoline in some areas 
has some of the jobbers worried, but 
generally they’re in good shape and 
high spirits. 

The turnout for the Columbus meet- 
ing was one of the best ever. The 
number of wives attending was un- 
usually high. 

The Agenda—Dr. C. B. F. Young 
of the Cracker Asphalt Co. in nearby 
Douglasville spoke to the group on 
changes in the South in recent years. 
He emphasized the growth of good 
banking and financial institutes—caus- 
ing one of the jobbers to comment 
later, “Yes suh, now we don’t have 
to march up to them Yankees for 
capital.” 

H. D. “Doc” Sharer, U. S. Rubber 
Co., had some useful suggestions on 
what separates a star salesman from 
an average one. C. A. Petersen, archi- 
tectural consultant for Pure Oil Co., 
talked about the service station of the 
future. 


Michigan Petroleum 





Mostly Social 


THE MICHIGAN JOBBERS chose 
Mackinac Island for their semi-annual 
meeting again this year. It was more or 
less a fall social get-together, and there 
were no resolutions, elections or busi- 
ness. Attendance was higher than in 
the past—some 500 members and 
wives were there. 

Highlighting the one and only of- 
ficial business session was a talk by 
J. G. Jordan, marketing vice president, 
Shell Oil Co. He explained the forma- 
tion, activities and hopes of Shell’s 
dealer council program. 


IOCA 


Ten Years Later 


THE INDEPENDENT Oil Com- 
pounders Assn. held its tenth anni- 
versary annual meeting this fall. 
Naturally, an important topic was the 
association itself. 

L. F. Paape, president of Filmite 
Oil Corp. in Milwaukee and IOCA’s 
first president, gave a full report on 
what the group has done over the 
years. Membership has grown from 


24 active and 7 associate members 
in 1948 to 36 active, 61 associate. 
IOCA has coast-to-coast representation 
now. Of eight new members this year 
one is from Georgia, one from Cali- 
fornia. 

Speakers—Allen A. Armitage, chief 
engineer of the L. M. Gilbert Co., 
Philadelphia, started the speeches with 
a “how to” talk on reconditioning steel 
shipping drums. 

Salesmanship was the afternoon 
topic. Carl T. Dorman, Ford Motor 
Co., spoke on the need for maintain- 
ing customer satisfaction through ade- 
quate service of today’s new cars. 


Charles E. Gore, Battenfield Grease 
& Oil Corp., gave salesmen a check 
list of 18 basic points to remember. 
Then he gave the sales manager some 
useful points for analyzing the per- 
formance of his salesmen. 

On a more technical level, V. A. 
Gates presented the results of a Shell 
Oil Co. survey on passenger car use 
of lubricating oils—what’s recom- 
mended and what’s actually done. 
R. K. Williams, Lubrizol Corp., Cleve- 
land, told of the program his company 
carried out in the development and 
application of a new additive for 
gear oils. 

(Continued on page 164) 
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New capacitor motors standard 


in this consumer sales-booster! 


Add another PLUS to this proven business-getter! 
Tokheim “48; with new capacitor motor, now provides 
55% greater starting torque, greater operating economy! 
Your farm, small fleet, factory customers benefit three 
ways: Faster Acceleration! Attains full speed in half the © “igh-vacuum rotary 


time—dependable in any weather. Lower-Voltage Starts! 
Far less drain on line voltage—big news for many rural 
areas. Lower Operating Costs! Higher efficiency, greater 
economy, minimum maintenance. Many other product 
features, listed at right. Enjoy bigger volume deliveries 
— bigger business —with this proved and improved 
Tokheim “48”! See your Tokheim representative. 


gear-type pumping unit 
@ Horizontal register dial 
@ Built-in check vaive 
@ Built-in by-pass valve 
@ Rugged, welded chassis 
@ Finish defies weather 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE 


SINCE 1901 


FORT WAYNE 1, INDIANA 





Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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Associations 


Pennsylvania Petroleum 





Future Looks Good, But... 


ROSY DAYS may be ahead for job- 
bers, but that’s not all. Here’s how it 
looked at the fall meeting of Penn- 
sylvania Petroleum Assn. 

By 1960, sales should be up 20%; 
by 1965, sales should be up 33% over 
today’s level. That’s the message Key- 
stone State oil men got from Rush 
F. Carrier, Tidewater Oil Co.’s mana- 
ger of dealer-distributor relations. 

These higher sales, he told them, 
will come from (1) more families 
owning cars, (2) more two-car families, 


(3) more leisure time due to a shorter 
work week, and (4) more new roads 
that will mean more miles per car per 
year. 

Margin Break?—Jobbers heard they 
can also expect a new deal on margins. 
Referring to the January margin hike, 
Carrier hinted it wouldn’t stop there. 
His own company, he said, is giving 
the question serious study, with much 
feeling that margins should be related 
to the price at which the product is 
sold. And, he added, more and more 





THE 300! 


Serving Particular Oil Men 
In Every State of the Union 


NOW AVAILABLE IN SPECIAL 
HIGH GRADE ALUMINUM ALLOY 


LIGHTER WEIGHT — LOWER COST 
Specify Fig. 300AL 
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Fig. 300 
( Brass) 
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Features of the Outstanding 300’s 
Compound trigger action assuring smooth, controlled 
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Trigger guard easily replaced in case of damage. 
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majors are re-evaluating jobber re- 
lations policies. 

All this was good news for the 
Pennsylvania jobber, but it didn’t 
satisfy him completely. 

Majors, said jobber Charles Lecrone 
of York, should not overlook their 
public relations. “You’ve got to stop 
convincing the public that you have 
money to burn,” he said. 

To Lecrone that means stop paying 
$60,000-$100,000 for a station site, 
putting up a $40,000-$60,000 palace- 
like building, and then letting a suc- 
cession of dealers try to operate the 
station at a profit before closing it up. 

“Every time a dealer fails,” Lecrone 
said, “we slip down a little in the eyes 
of the public, with the dealer who has 
lost his savings, with his family, his 
friends, his former employes and his 
customers.” 

The public, he added, is critical of 
the marketing practices of oil com- 
panies and how majors spend their 
corporate wealth. “And everything the 
majors do reflect on us because we are 
the local representatives of that indus- 
try,” Lecrone stated. 

Part of this feeling, he thought, 
could be overcome by a change in 
attitude on the part of suppliers. “Give 
us the facts and figures on price in- 
creases other than saying ‘Here’s an- 
other increase.’ Let’s build stations we 
can justify on rental alone. Let’s put 
an end to those things that show the 
public you have money to burn.” 

Subsidy Problem—aAt the business 
meeting, jobbers expressed growing 
concern over what they said were 
supplier subsidies to dealers in price 
wars. A seven-man committee was 
named to study all sides of the matter 
and come up with recommendations 
for a solution. The feeling was that if 
nothing else would work, perhaps 
governmental regulation would turn 
the trick. 


Ohio Petroleum Marketers 


Problems: In Hand 


ALTHOUGH transport “dumps” and 
fears regarding highway relocations 
are two problems dominant in Ohio, 
the several hundred marketers at- 
tending the Ohio Petroleum Mar- 
keters Assn. fall conference were in 
high spirits and apparently optimistic. 
The Toledo weather was excellent, 
too, just right for the annual golf 
tournament. 

The group heard J. W. Daker, as- 
sistant vice president of marketing, 
Standard Oil Co. (Ohio) @ttack the 
“unfounded and unproven charges” 
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of the Roosevelt (small business) 
Subcommittee. Using Sohio as his 
example, Daker said company-opera- 
ted stations constitute only 242% of 
the retail outlets in Ohio and dealer 
turnover was only 9.9% in 1956. 
The important role of women in 
oil marketing was stressed by William 
P. Marquam, manager of trade re- 
lations for Pure Oil Co. Not only are 
they becoming increasingly important 
as potential purchasers, but as an 
essential factor in good employe re- 
lations. Suggestions for gaining the 
favor of wives ranged from letting 
them know just what you expect from 
their husbands down to sending 
greeting cards on birthdays and an- 
niversaries. Fred R. McLean talked 
to the group on safety factors in pe- 
troleum marketing. He’s supervisor of 
the safety and claims department of 
Socony Mobil Oil Co. in Detroit. 


NPA 


Gang’'s All Here 


“WHERE ELSE do you find such a 
concentration of oil industry manage- 
ment and marketing people?” asked 
a major-company marketing vice presi- 
dent at the fall National Petroleum 
Assn. meeting. “True, most of them 
are at the API annual meeting,” he 
continued, answering his own question. 
“But there they are scattered all over 
and it’s hard to find them.” 

As is the custom, the 55th annual 
NPA meeting combined a_ business 
program with a traditional social rou- 
tine in Atlantic City. Highlight of the 
business program was a hot discussion 
of expected developments in equip- 
ment for transporting petroleum prod- 
ucts. Another popular one was a 
symposium on gear oil developments. 

As usual, “name” personalities were 
lined up for the speaking program — 
Ben Fairless, former U. S. Steel presi- 
dent and now president of the Ameri- 
can Iron and Steel Institute; Thomas 
S. Gates, Jr., Navy Secretary, and 
George S. Patterson, Buckeye Pipe 
Line president. 

Social highlights were the long-time 
fixtures: the Wednesday afternoon re- 
ception of Universal Oil Products, 
Sohio’s seafood dinner at Hackney’s, 
the Thursday night banquet and floor 
show, Ethyl’s Friday morning break- 
fast and DuPont's hospitality suite. 

A general impression voiced by 
several is that a large crop of younger- 
age oilmen showed up at this NPA 
meeting. 








Intermountain-W yoming 





Membership Push: Under Way 


MEMBERSHIP DRIVES were the 
big topic when the Intermountain Oil 
Jobbers Assn. and the Wyoming Oil 
Jobbers Assn. got together in Jackson, 
Wyoming. Both groups, with 32 mem- 
bers and 26 members respectively, 
face the same _ problem—large, 
sparsely populated territories that 


make communications and frequent 
meetings a problem. 

The Intermountain group decided 
to subdivide its territory into three 
districts, Idaho, Nevada and Utah, 
and elected a new board of directors 
chosen on a geographical basis. Sepa- 

(Continued on page 166) 
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>€power pumping with motorpump 


From the largest manufacturer of cen- 
trifugal pumps come these rugged, com- 
pact Motorpumps, designed specifically 
to meet your requirements for faster, more 
economical liquid fuel transfer. 


Motorpumps are self-contained units, easy 
to install, and they operate at peak 
efficiency with a minimum of mainte- 
nance. For years Ingersoll-Rand Motor- 
pumps have set the standard for design 
and construction and for unmatched 
performance. 


Get the story today on how Ingersoll- 
Rand Motorpumps can speed your opera- 
tions, speed up your deliveries—increase 
your profits—at no increase in operating 
costs! Contact your Ingersoll-Rand branch 
or dealer or write for latest bulletin. 


MOTORR PUMP 


»y Ingersoll-Rand 


11 Broadway, New York 4, N. Y. 





Sizes from “% 
to 75 horse- 
power—5 to 
2800 gpm 
capacities 
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Associations 
(Continued from page 165) 


rate meetings will be held in each 
district every 60 days—with a pro- 
gram for wives included every other 
meeting. Sub-districts in each state 
will be initiated as soon as they ap- 
pear feasible. 

The Wyoming group is especially 
pushing for representation in the Big 
Horn Basin and expects to have sub- 
stantially increased the overall mem- 
bership by the end of the year. 

Podium Talk—A. L. Schlichtman, 
highway coordinator for General Pe- 
troleum Corp., brought the jobbers 
up-to-date on developments in the 
highway program in their area and 
alerted them to the possible effects 
on retail distribution. Ross Smith, co- 
ordinator of sales from DuPont in Los 
Angeles, addressed the group on 
“One Minute To Sell.” 

In the afternoon, the group sepa- 
rated and each association held its 
own business meeting. 

The second day of the two-day 
meeting was a social one. The mem- 
bers went up to Jackson Lake Lodge, 
a luxurious new Rockefeller project, 
and took a spin around the lake. 
They liked it so much they're plan- 
ning another joint association meeting 
there next summer. 


Oil-Heat Institute 


New Label Plan 


OIL-HEAT INSTITUTE of America’s 
plan for a twin Underwriters Labora- 
tories-OHI label is dead. 

Committee reports at the Septem- 
ber board session indicated that 
sharp changes are being made to the 
plan outlined at the annual meeting 
(NPN—Aug., p125). 

Basic ideas of the plan (putting 
oil heat back in the No. 1 spot in 
home heating, upgrading equipment 
performance by a set of installation 
standards and promoting the product) 
haven’t changed. But the road to 
these goals has been switched. 

According to present plans, only 
the OHI label will be pushed. A 
committee of burner, boiler and ac- 
cessory makers has already begun 
writing a set of installation standards 
aimed at good performance. And a 
committee of distribution division 
members will work out methods of 
applying these standards. It’s possible 
that OHI chapters will be given the 
job of policing the standards. 

The switch, according to OHI, now 
puts the emphasis on_ installation 
standards instead of both manufac- 
turing and installation criteria. 
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Adjustable runways 


Equipment 























Hydraulic pump-off* 


... are a feature of the new drive-on lift being introduced 
by U. S. Air Compressor Co. Distance between runways 
can be shifted quickly to accommodate foreign cars. Mini- 
mum width 36”, maximum 45”. Adjustable features make 
it possible to use narrow runways—affording optimum 
accessibility for under-the-car service work. United States 
Air Compressor Co., 5300 Harvard Ave., Cleveland 5, 
Ohio. 

Circle No. 1 on coupon, page 168 


. . . for tank trucks and trailers is provided in new Ard- 
more Products system. Ardmore says it’s easy to install 
and maintain, claims it’s completely quiet and vibration- 
free. Operates at low line pressures. Easily operated con- 
trol valve applies hydraulic power to pumps and hose 
reel. Said to provide maximum safety in handling volatile 
liquids. Ardmore Products, 1839 Shermer Rd., North- 
brook, Til. 

Circle No. 2 on coupon, page 168 


LPG relief valves 


. 3149B and 3149G, made by 
Bastian-Blessing, together with four- 
port relief valve manifolds 7564 and 
7565, now have the approval of Fac- 
tory Mutual Laboratories, in addition 
to that of Underwriters’ Laboratories. 
Claimed to be exclusive on the Rego 
four-port manifold is the feature that 
permits removal of safety relief valves 
while the container is under pressure. 
Manufacturer points out that this 
makes it easy to test or replace safety 
relief valves without removing the con- 
tainer from service. Bastian-Blessing 
Co., 4201 W. Peterson Ave., Chicago 
30, il. 

Circle No. 3 on coupon, p. 168 


Gasoline hose 


. . . for service station pumps uses 
reinforcing wire in a layer of rubber 
within the hose wall. New manufac- 
turing process is said to permit the 
wire strands to “float” in rubber and 
move independently of the hose car- 
cass when it is twisted or flexed. Ad- 
ditional strength is provided by spi- 
ralled rayon cord layers over and 
under the wire. Manufacturer claims 
construction offers longer life, better 
flexibility and handling ease than previ- 
ously possible in gasoline pump hose. 
Sold under the trade name of Maltese 
Cross Allpump hose. Hewitt-Robins, 
Inc., Stamford, Conn. 

Circle No. 4 on coupon, p. 168 
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Nozzle valve 


. is an improved design for farm 
gasoline pumps. The P2040A in cast 
Milvaloy is of the same basic design 
as UL-approved bronze farm nozzle, 
but weight of 1 Ib. is only one-third 
the weight of bronze. List price, 4” 
and 1” size, $3.55. Milwaukee Valve 
Co., 2335075 S. Burrell St., Milwau- 
kee 7, Wis. 

Circle No. 5 on coupon, p. 168 


*Consists of (1) hydraulic pump driven 
by driveshaft from power take-off; (2) 
oil supply reservoir; (3) four-way con- 
trol valve; (4) hydraulic motor for drive 
to product delivery pump; (5) hydraulic 
motor for hose reel drive; (6) Ardmore 
hose reel. 
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Sales recording system 


. . . for stations is said to simplify 
cash control and sales breakdown ac- 
counting. It’s based on a low-cost cash 
register design and uses a newly de- 
signed daily operating report, which 
fits into a wide carriage typewriter- 
fashion. When a transaction is rung 
up, amount is printed in an appro- 
priate sales column (gasoline, oil, la- 
bor, accessories) and the machine ac- 
cumulates four separate sales totals. 
A code may be used to identify prod- 
ucts as an inventory air. Burroughs 
Corp., Detroit 32, Mich. 

Circle No. 6 on coupon 


Battery display stand 


. . » has shelves designed to take the 
biggest battery sizes. Comes in 9-bat- 
tery and 12-15-battery models, both 
with card holder. Exide Automotive 
Div., Box 6266, Cleveland, Ohio 
Circle No. 7 on coupon 


a . 
| SHIP. SIDE 


© SHIP VALVE 


Automatic loader-unloader 


. is designed to fit any ship valve 
position and any tanker. One-man unit 
uses hydraulic booms to suspend de- 
livery lines, said to be completely flex- 
ible and capable of widely spaced 
cross-over. Has provision for vessel 
pitch and roll. Handles 6” to 16” 
petroleum product lines. Bulletin F2, 
Mott Haven Equipment Co., 211 E. 
149th St., New York, N. Y. 

Circle No. 8 on coupon 


Railroad refueler 


. . « provides catering service for loco- 
motives. Mounted on standard truck 
chassis, it carries 1,600 gal. of diesel 
fuel, 25 gal. lubrication oil, 23 c.u. of 
sand. Maker says driver can refill all 
sand hoppers and pump 250 to 300 
gal. of fuel in 20 minutes, without 
moving unit or locomotive. Farrell 
Mfg. Co., 804 E. Cass St., Joliet, Ill. 

Circle No. 9 on coupon 
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Tank insulation 


. . . for hot asphalt tanks—stationary 
or mobile—employs corrugated steel 
roll roofing. Maker says it’s faster, 
simpler, cheaper. Goes over Fiberglas 
insulating material in sections that 
overlap on crimped edges, with sec- 
tions then screwed together. Comes in 
easy-to-handle rolls, is puncture-proof, 
and has sealer bonded to metal to re- 
sist moisture. Ceco Steel Products Co., 
5601 W. 26th St., Chicago S50, Ill, 
Circle No. 10 on coupon 


LPG valve line 


. . . has been developed for the buyer 
who prefers the less expensive “O” 
ring style valve, but has been dissatis- 
fied with their performance in the 
past, says the manufacturer. Bore di- 
ameter permits filling rate of 9.3 gpm 
at 10 psi. Integral safety relief valve 
in the “O” ring line is capable of 
protecting up to a 100 Ib. ICC cylin- 
der. New valves are also suited to ap- 
plications on 20 lb ICC cylinders. Bas- 
tian-Blessing Co., 4201 W. Peterson, 
Chicago 30, Iil. 

Circle No. 11 on coupon 


Level-indicating switch 


. is said to be adaptable to any 
tank, vessel or container where a top- 
ping or low-level alarm or other level 
indicating device is desired. Switch 
consists of a Foam Buna N float rid- 
ing on a short, metallic stem. Switch 
mechanism is hermetically sealed in 
glass, is explosion proof and corrosion 
resistant. Operation features a mag- 
netic snap action said to insure posi- 
tive make and break. No moving link- 
ages, flexing parts or gaskets to fail. 
The Gems Co., Newington, Conn. 

Circle No. 12 on coupon 
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Lightweight Cans Ahead? 


Aluminum may compete 
with steel next year 


WILL ALUMINUM break §ssteel’s 
virtual monoply on petroleum packag- 
ing? Marketers surveyed by NPN 
give it an outside chance. 

The featherweight metal already 
has a start. Next year, Esso Standard 
Oil Co. will buy 35-million to 60-mil- 
lion quart-size aluminum cans from 
Reynolds Metals Co. (NPN—Oct., 
p88). And The Texas Co. is presently 
experimenting with aluminum at its 
own packaging plant. 

Aluminum packaging has been 
under consideration for two or three 
years. But the Esso deal was a sur- 
prise to many marketers. 

Aluminum cans resist corrosion, 
and they’re light (2 oz. for quart size, 
against 4.5 oz. for tinplate). Esso says 
the difference in shipping weight will 
allow savings of up to $35,000 a year 
on a volume of 35-million cans. 
Texaco figures even higher savings 
might be possible: $156,000 on a 
volume of 100-million cans. 

But lower shipping costs don’t fully 
offset the higher price of aluminum 
sheets. That’s the chief stumbling 
block for marketers. 

Reynolds will charge Esso the same 
price for aluminum as for tinplate. 
To do this, it’s counting on recover- 
ing a high percentage of used cans. 
Reynolds will install compressed air 
can crushers at service stations. It will 
pick up scrap cans and pay dealers 
the market price. 

Other companies might be inter- 
ested in a similar deal—but say no 
one has made an offer. No one wants 
to run a recovery program himself. 

Some marketers say Reynolds is 
taking a loss on the deal for the sake 
of advertising and public relations. A 
Reynolds executive says simply, “We 
don’t know yet if we’re losing money. 
But we wouldn’t have gone into this 
thing without a lot of thought.” 

One expert says that if another oil 
company demanded a contract like 
Esso’s, Reynolds would have to say 


Pneumatic can crusher is the key to 
Esso-Reynolds aluminum contract 


yes. A refusal, he says, might make the 
FTC protest Esso’s special deal. 

But Reynolds says there’s no such 
danger. The company looks at its con- 
tract with Esso as “a fact-finding mis- 
sion—a massive test marketing pro- 
gram.” As such, no exclusive dealing 
is involved. 

Marketers acknowledge that Esso 
scored a real advertising “beat” by 
signing the Reynolds contract. Rey- 
nolds, too, has reaped an advertising 
and public relations harvest. But oil 
men seriously doubt that these ad- 
vantages would spill over to anyone 
else making the same move now. 

That’s why Texaco emphasizes that 
its aluminum test is purely experi- 
mental. The company will buy alu- 
minum sheet from Kaiser Aluminum 
Co. Only a few cans will be turned 
out at the Port Arthur, Tex., pack- 
aging plant. Texaco wants to find out 
how aluminum stands up under ship- 
ping conditions. 

Socony Mobil (which already uses 
aluminum cans overseas), Shell, Sun 
and Gulf report they'll be watching 
the Esso deal. In addition to cans, 
they say, aluminum 55-gal. drums are 
a marketing possibility. It will take a 
year, they think, to get all the facts. 
In the meantime, they'll be a 
and waiting. 
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New Revere Fiuorescent Fioodlights 


Low cost lighting for 
modern service stations 














Revere “8700” Series High Mounting Fluo- 
rescent Floodlight units are adjustable from 
horizontal up to 45°. They can be mounted 
singly or in pairs on an 18 ft. or 20 ft. Revere 
Reinforced Rigid pole, or singly on an 18 ft. 
Revere Reinforced Hinged pole. Hinged 
polés permit safe and easy on-the-ground 
maintenance, 


These new Revere High Mounting Fluorescent Floodlights were 
especially designed to provide low cost lighting for Service Station perimeter 
areas, entrance-ways, or service areas. 


They are ruggedly built, have a “peel-proof” housing, and provide 
efficient lighting — using four 72” high output fluorescent lamps for high- 
level lighting at very low cost. Revere Reinforced Rigid poles and Revere 
Reinforced Hinged poles, engineered for these floodlights, will withstand 
wind loading up to 100 mph. 

Revere has the widest line of matched outdoor fixtures for service station 
outdoor lighting, with design and construction features that mean longer 
life and efficient, trouble-free lighting. Call your Revere representative. 
He can help you plan lighting that’s exactly right for your layout. 


For complete information write for Bulletin 300-17-20 


Revere Electric Mfg. Co., GOO9 Groadway, 
Chicago 40, Ill., UPtown 8-7100 


Available in Canada thru Curtis Lighting, Ltd., 
Leaside, Toronto, Ontario 


Manufacturing Pioneer in Outdoor Service Station Lighting 





Equipment 


(Continued from page 169) 
New “M.1.D.” Coupler 


. SO named because its maximum 
inside diameter feature affords full 
flow, is designed for use on gravity 
delivery of gasoline and other refined 
products, where pressure does not 
exceed 25 psi. Eliminates need for 
attaching conventional hose coupling 
and the addition of a quick coupler. 
Offers maximum product flow speed 
for tight fill delivery. Ever-Tite Cou- 
pling Co., Inc., 254 W. 54th St., 
New York 19, N. Y. 

Circle No. 13 on coupon, p. 168 


Drum wrench 


. called the “All-Plug” is said to 
service more than 100 types and sizes 
of American and foreign plugs, bungs 
or fittings on steel drums. Construc- 
tion is four-pronged steel workhead, 
412” diameter fitted to a %” x 18” 
hexagon steel slide bar. Weight 32 
lbs. Also available with spark-proof 
bronze workhead, or bronze workhead 
with bronze slide bar. Finger clear- 
ance and grip permits spinning plugs 
in or out. Michael A. Schinker Mfg. 
Co., 6415 S. Western Ave., Chicago 
36, Ill. 

Circle No. 14 on coupon, p. 168 


Golden Standard Lubreels 
. is the name of the new line of 
Lincoln lubricating reel equipment. 
The units can be installed by bolting 
mounting rails to ceiling or wall, then 
attaching reels to rails with two bolts. 
No sub-base is required. Chief features 
of the new line are its styling and the 
gold tone and heavy chrome trim, 
designed to add sparkle to the lubrito- 
rium. Reels are automatic-retracting; 
air or spring powered; adjustable re- 
traction speed with equalized pressure 
control of tension to suit the individ- 
ual operator; positive locking action; 
and an automatic safety latch. Lincoln 
Engineering Co., 5702-74 Natural 
Bridge Ave., St. Louis 20, Mo. 
Circle No. 15 on coupon, p. 168 
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Hand tire changer 


. handles all tires, tubeless and 
conventional, passenger and light truck 
sizes from 12” through 17%” without 
extra attachments or tools. Double 
built-on bead breaker breaks both 
beads simultaneously or one at a time 
as desired. One hand tool both mounts 
and demounts tire. When not in use, 
tool is held on base of machine. 
Self-centering chuck jaws hold wheel 
securely by rim. Said to require less 
floor space because it can be placed 
against a wall. Bishman Mfg. Co., 
Osseo, Minn. 

Circle No. 16 on coupon, p. 168 


Variable capacity pump 


. uses a dial setting for changing 
capacity to suit product being pumped. 
The Granco Vari-Cap pump is in- 
tended for blending and processing 
fuel oils and additives. Speed can be 
adjusted to handle varying viscosities. 
Range of adjustment is from zero to 
40 gpm at 500 rpm. Granberg Corp., 
1308 67th St., Oakland 8, Calif. 

Circle No. 17 on coupon, p. 168 





COMING SOON 


Maximum Wpportunity 
for Gales and Gjurnover 





Drum heater 


. is said to provide improved con- 
duction heating of standard 55-gal., 
22%” diameter steel drums. Features 
include quick-action toggle clamp, 
built-in 3-heat switch and wiring cir- 
cuits said to assure uniform heating 
at any one of three settings. The 
RH-1 Acrawatt drum heater is avail- 
able in two capacities: 3,000 watts- 
230 volts; or 2,500 watts-115 volts. 
Both are priced at $29.50. W. H. 
Knopfle, Acra Electric Corp., 9909 
Pacific Ave., Franklin Park, Ill. 

Circle No. 18 on coupon, p. 168 











Wherever you have remote control pumping, let 
this Tokheim Impact Check Valve stand guard. 
Installed just below island level, this remarkable 


—it goes into action before fire starts. 


Semi-trailer air suspension 


. . . features integrated air reservoirs 
and advanced sway control designs. 
Available in single-axle models of 
18,000 and 20,000-Ib capacities, and 
tandem models of 32,000 and 36,000- 
lb. capacities. Each is a packaged as- 
sembly of frame, air springs, reser- 
voirs, shock absorbers, filters, level- 
ing valves and sway bars for simple 
installation either on new equipment 
or operating trailers. Clark Equip- 
ment Co., Automotive Div., Buchanan, 
Mich. 
Circle No. 19 on coupon, p. 168 
(Continued on page 172) 


lnmediate Protection 
againct collicton hazarde! 


FEATURES 


® Easy to install—availabie 
with 1%" outlet; 1%" or 2° 
valve doesn’t wait for intense heat for actuation inlet 


@ immediate protection—no 
delay to reach a melting 


A 100-Ib. blow disengages pendant from pop- point 


pet stem, closing valve instantly. If pedestal is 
severed from its mounting, supply line breaks at 
special shear section. Flow shuts off immediately. 
ndant permits full unrestricted 
flow. If accident occurs, you replace only the 
shear section—mot the entire valve. Write for 


Normally, 


factual builetin today. 


There is no substitute for TOKHEIM QUALITY! 


Genera! Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
Fort Wayne |, ind. 


1650 Wabash Ave. SINCE 1901 


® Positive closing insured by 
pump pressure—fooiproof 

® Not affected by ordinary 
vibration—requires 100-Ib. 
blow (approx.) 

® No metal-to-metal wear— 
leak-proof seat has compo- 
sition disc 

® Utilizes same sound poppet 
principle as other famous 
Tokheim valves 

® Externally tamper-proof 

® Special shear section kits; 
no need to replace entire 
valve after accident 

® Underwriters’ Laboratories 





Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, inc., Shelbyville, Ind. listed 
Factory Branch: 475 Ninth Street, Son Frencisce 3, Californie 
| In Canada: Tokheim-Reeder Ltd., 205 Yonge Street, Toronto, Ont. 
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Equipment 


What's New in Oil Heat 





New Oil Heater 


.. . for heating transfer oils and other 
liquids is claimed to heat to higher 
temperature (up to 600° F) more 
economically than high-pressure steam. 
Oil may be circulated through coils, 
molds, jacketed vessels or other heat- 
exchange equipment. Forced internal 


temperature eliminates hot spots, cok- 
ing or deterioration. Direct-fired unit 
is factory fire-tested. Comes as com- 
plete package with removable heater 
element, integral forced-draft fan, 
burner, safety and operating controls. 
Main use is at asphalt plants, oil re- 
fineries. Cleaver-Brooks Co., Milwau- 


: . a: ; kee 12, Wis. 
circulation assures high-velocity flow 


over heating surfaces. Uniform oil Circle No. 20 on coupon, p. 168 


BLACKMER ROTARY PUMPS 


delver at tul-roted 


egpacity [(ONGER 


ond 
neta 
ate aRata ss 


THEY'RE SELF-ADJUSTING FOR WEAR 


The vane design of Blackmer rotary Prone 
is the key to sustained efficiency. e 
vanes are “self-adjusting for wear” and 
even after severe service and wear, they 
can be replaced easily and economically. 


PLUS 


SMOOTH FULL FLOW — capacities, 5 to 1500 GPM. 

HIGH SUCTION LIFT — unusually high vacuum 

characteristics. Positive displacement action. 

EASILY REPLACEABLE PARTS — for lowest possible 

maintenance costs. 

WIDE RANGE OF APPLICATIONS — used successfully for 

handling hundreds of liquids and semi-solids. Pressures to 125 psi, 
temperatures to 450° F. 





Write for Bulletin 307 — “Facts about Blackmer Rotary Pumps.” 


KMER 
INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS »« WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 


equipment 











Heavy-duty rotary pump 

. with herringbone gears can be 
used in oil burner service, hydraulic 
lifts and circulation service, or other 
uses that call for continuous service at 
pressures up to 500 psi and capaciti-s 
up to 25 gpm. Suction and discharge 
openings range from 12-1 in. N. P. T. 
Has four force-feed lubricated roller 
bearings, replaceable  steel-backed 
bronze wear plates and single stuffing 
box with either packing or mechanical 
seal for minimum leakage. Worthing- 
ton Corp., Harrison, N. J. 


Circle No. 21 on coupon, p. 168 


Fuel oil price calculators 


. calculators are pocket-sized for 
quick, easy use by drivers in invoicing 
delivery tickets. Complete set in- 
cludes 61 individual price cards rang- 
ing from 12.0¢ per gal. to 18.0¢ per 
gal. Acetate covers protect cards. In- 
dividual price cards available. Handy 
Calculator Co., Box 404, Zebulon, 
N. C. 


Circle No. 22 on coupon, p. 168 


Fry-Compact 

. lines of industrial burners are 
described in new 12-page catalog. Ca- 
pacity range is 4,000-60,000 pph. 
steam. Units come complete with com- 
bustion control, safety equipment and 
forced-draft air system. Coen Co., 40 
Boardman Pl., San Francisco 3, Calif. 

Circle No. 23 on coupon, p. 168 


Power-Pak 


. . . packaged automatic boilers for 
steam or hot-water heating and hot- 
water service are described in new 
Bulletin No. 1243. Power-Paks come 
in 15-25 hp. range for pressures up 
to 15 psi. Can be used for low-pres- 
sure process applications in industrial 
plants and for heat in apartments, 
churches, garages, service stations, 
greenhouses, hospitals, motels, offices, 
schools and warehouses. Orr & Sem- 
bower, Inc., Morgantown Rd., Read- 
ing. Pa. 
Circle No. 24 on coupon, p. 168 
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Drum-top feeder 


. makes it easier to add additives 
to heating oil going into storage 
or to industrial oils being used 
immediately. Vacuum-operated, chem- 
ically resistant proportioning device 
fits standard-size drums. Has precise 
metering valve that changes flow rate 


from one gal. per hour to drop-flow | 
and stop. Change over to another | 
drum takes one minute without tools | 


or interrupting flow rate. Feeder can 


be used in other small-quantity blend- | 


ing operations. Kem-Feed Div., Sterl- 
ing E. Norcross, 
Bloomfield, N. J. 

Circle No. 25 on coupon, p. 168 


Steam chest pumps 


19 Osborne St., | 


. . . for handling residual fuel have | 
been added to the Roper 3600 series. | 
Can be used with steam, hot water, | 


heat transfer oil, 
mounted, can utilize radiator water. 
Capacities range from 27 to 223 gpm 
for use at pressures up to 100 psi. 
Geo. D. Roper Corp., 340 Blackhawk 
Park Ave., Rockford, Ill. 


Circle No. 26 on coupon, p. 168 


Redesigned LPG coupling 


or where truck | 


. .. has an Acme threaded steel insert | 


cast into the aluminum coupling nut, 
replacing the softer aluminum Acme 
thread. The extended aluminum cou- 
pling nut of the Rego A7575L hose 
coupling is designed to prevent frost- 
bite. Limited travel of the coupling 
nut prevents the serviceman from 
“spinning” the nut off the filler con- 
nection. Trapped liquid is bled off 
as the coupling is disconnected and 
sudden discharge of gas is avoided. 
Filler connection is 144” Acme, with 
a choice of 4%”, %” or 1” NPT male 
hose connections. Bastian-Blessing Co., 
4201 W. Peterson Ave., Chicago 30, 
til. 


Circle No. 27 on coupon, p. 168 
(Continued on page 174) 





| 


| 
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Put lasting 
dependability 


between 
truck and 























.. .With this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 
as discharge, this hose is non-collapsible, 
with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 
tayon. Couplings can be grounded to 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 
write: 


H. K. Porter Company, Inc., 
Quaker Rubber Works, 
Philadelphia 24, Pa. 
Pioneer Works, 

Pittsburg, Calif. 


H. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 
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What's New in Literature... 





Brake parts catalog 


. covers the Bendix power brake 
line including: Air-Paks; cylinder 
and chamber assemblies; Hydrovacs; 
Power-Vacs; Treadle-Vacs; vacuum 
pumps and valves. Comprehensive 
listings and exploded-view illustrations 
make it easy to locate service parts. 
Price of new edition, Form No. 9F 
(formerly 9E), $1.50. Merchandising 
Manager, Service Sales Dept., Bendix 
Products Div., South Bend, Ind. 


Circle No. 28 on coupon, page 168 





Fire-accident supplement 


. to Loss Control Index and Direc- 
tory, is first of series of semi-annual 
supplement since the Index and Direc- 
tory was first published about a year 
ago. Original book indexes all avail- 
able informative material pertaining 
to fire and accident loss control by 
subjects and by sources. Price $75 
including supplements to date. Loss 
Control Associates, 629 Oakmont Dr., 
Plattsmouth, Nebraska. 


Circle No. 29 on coupon, page 168 





WATER AND ABRASIVE CONTAMINANTS . 


IN AVIATION FUELS... 


A DANGEROUS 


SITUATION YOU CAN CONTROL WITH MODEST & 


CASH AND LABOR OUTLAY... A FULLY 
ILLUSTRATED MANUAL . . 


. NOW READY 


100% WATER/DIRT REMOVAL 


100% water/dirt removal with Briggs new-type, double- 
- special sturdy fiber 
glass construction. High flow rate. Low pressure drop. Coal- 
esces all water; breaks tight emulsions. Acts as fine filter 


purpose Filter/Separator cartridge . . 


for micronic solid particles. 


OIL COMPANIES USE THIS LIGHT-WEIGHT 
FILTER /SEPARATOR FOR REFUELER TRUCKS 
RESULTS. 


Pictured here is Briggs 200 GPM truck filter/separator. 
Sizes made to any requirement. Uses fiber-glass, ‘“‘double- 


WTH SAME 100% 


action” cartridge. 


SAVE THOUSANDS ON 
OBSOLETE EQIUP- 

MENT WITH BRIGGS 
CONVERSION KIT; KEEP YOUR OLD 
TANKS; UPGRADE WITH THIS UNIT. 


This unit, tested and qualified under MIL-S-254A, 
as modified, and MIL-F-8508A, is in use in commercial 


and military stationary refueling installations. 


ag e 


SERVING WORLD’S LARGEST FUEL PRODUCERS, AIR LINES, AIR FORCE, THIS 
MANUAL COVERS EXPERIENCE INVALUABLE TO YOU. WRITE, NO OBLIGATION. 8 


FILTER/SEPARATORS  ° 


FOR TANK TRUCKS 
AND STATIONARY 
INSTALLATIONS 


| THE BRIGGS FILTRATION CO., DEPT. 220 WASHINGTON 16, D. C. 
YES! SEND THE NEW MANUAL, NO COST 


| COMPANY 
| ADDRESS 


A 
Gi ron 2 


+ 
* 
ru 

















Remote pumping catalog 


. » » No. 1658, describes three meth- 
ods for remote pumping of petroleum 
products. Large color illustrations 
show cutaway details of each method. 
New design features shown include 
a bayonet-type locking arrangement 
to permit removal of the integral 
pump-motor column by loosening only 
two cap screws; and built-in check 
and relief valve as part of stationary 
head, to prevent drainage when 
column assembly is removed. Erie 
Meter Systems, Inc., Erie, Pa. 


Circle No. 30 on coupon, page 168 


Evaporation loss bulletin 


. covers tentative methods of meas- 
uring evaporation loss from petroleum 
tanks and transportation equipment. 
Prepared by Subcommittee I of the 
API Evaporation Loss Committee, 
bulletin offers general guidance for 
selecting test methods and gives details 
of eight different methods. Not an 
API Standard, bulletin is issued for 
general information only. Price $2. 
American Petroleum Institute, 50 W. 
50th St., New York 20, N.Y. 


Circle No. 31 on coupon, page 168 


Manufacturers .. . 





New members recently added to 
the roster of the National Assn. of 
Oil Equipment jobbers include The 
Sidewell Co., 2210 E. 11th St., Daven- 
port, Iowa, and Ed, C. Langham Oil 
Equipment Co., 1311 Terry Rd., Jack- 
son 4, Miss. Applications for active 
membership are pending from Walco 
Equipment Co., 227 Solar St., Syra- 
cuse, N. Y., and from Oil Marketing 
Equipment Co., 325 Freemont St., San 
Francisco, Cal. 


All repair parts sales and service 
functions for the Meter Products divi- 
sion of A. O. Smith Corp., Los Angeles, 
are now being handled by five product 
service division branches. These are 
located in Union, N.J.; Dallas, Tex.; 
Chicago, Ill.; Los Angeles; and At- 
lanta, Ga. Each is a self-contained 
operation, processing and billing its 
own orders, and maintaining current 
records of customer transactions, New 
parts and service procedure applies 
to the entire Meter Products Division 
line of rotary positive displacement 
liquid meters, including truck and 
industria] meters, bulk and line meters, 
high pressure meters and gasoline 
dispensing pumps. 
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Fresh from big success in 
1957, undisputed leader 
in booming swimming 
pool industry announces 
dynamic new program 
for 1958. 


Rotary Lift Co. recommends thai NO LUBE JOB 
oil marketing companies and oil job- TF 


bers give the roll-on lift preference 
until you lubricate every 


in equipping their service stations. / 
letter from Hugh Allan, Rotary presi- 
part that squeaks or binds 


dent, says automobile design changes 
can’t make the roll-on lift obsolete. 
It’s also faster loading and safer, 
he says. The frame contact lift has 
less surface to clean and paint, the 
letter states. It also makes the car 
more accessible for mechanical serv- 
ices. For that reason Rotary suggests 
it be considered as a second lift, or 
wherever a dealer counts on revenue 
from mechanical work. And Rotary 
adds: “We are optimistic about its 
ability to handle cars of the future.” 


DISTRIBUTORS 


now being selected 
for new 1958 
Motel and Home 


Esther Williams 
Swimming Pool 
Program— 

NOW IN MOTION! 


THIS IS 
THE STICK 
THAT DOES 
THE TRICK! 


Use 


Big Profit 
Opportunities 


right now in 
booming home and 
motel pool mar- 
kets. Pool heaters 
and advanced design, 
all-concrete, simple 
construction bring 
year-round 

volume sales. 


Personnel... 





Hunt Eldridge 
has been named 
to the new post of 
executive vice 


DOOR-EASE 
president of the 


Chek-Chart Corp. Stainless Stick Lubricant 
ee He returns to 
yY Chek-Chart after On 
oo ah ate DOOR DOVETAILS 
ude with the Ale- 
ay SLIDING SHOES 


Coast to Coast NBC-TV mite Div. of Stew- 

0 -TV program on art-Warner Corp., 

200 stations right now to sell where he was suc- STRIKER PLATES 

pools during lush Fall selling cessively manager of oil company LOCK TONGUES 

RY HOOD LATCHES 
ALIGNMENT PADS 


sales and manager of the petroleum 
| and chemicals division. 
HOOD BUMPERS 
RUBBER SEALS 
GLOVE COMPARTMENTS 
AND OTHER EXPOSED 
FRICTION SURFACES 


plete) 7-4) - 


Eldridge 





Millions spent on 1957 program 
in LIFE, BETTER HOMES 
& GARDENS, TV, RADIO, etc., 
provide springboard for more 
millions planned in 1958. 


New Motel Program offers wide- 
open profit opportunities start- 
ing at once with fast sales to 
leads from our trade advertising 
and mailings. 


$25,000 to $250,000 Yearly Profit 
potential from five-figure invest- 
ment in self-liquidating inven- 


Max G. Walker 
is now sales man- 
ager at the Pitts- | 
burgh office of 
Hammond Iron 
Works. He was 
formerly south- 
eastern salés man- 
ager with head- 
quarters at Bir- 
mingham, Ala. tive 
Prior to joining 


completes every 
lube job! It's the clean, effec- 
way to prevent Yeltiste] 4) 


Walker 


wear, and step sticking.;Won't 


tory. 


Our New Year Started Labor Day! 
Distributors being appointed at 
rapid rate. ACT Now! 


ESTHER WILLIAMS 
SWIMMING POOLS 


9 Court Street, White Plains, N. Y. 


You'll recognize Esther Williams Swimming 
Pools by their unique advanced design, pure 
sparkling water and custom tailored beauty 
. + « @t homes, motels, clubs and modei 
houses everywhere. 





Hammond, Wal- 
ker was for six years Chicago district 
sales manager for Murphy Diesel Co. 


of Milwaukee. 


T. C. Ficken has been named sales 


| manager for the Southeastern United 


States for the meter and service station 
pump divisions of the A. O. Smith 
Corp. A former sales representative 


| in the area, he will continue to make | 
his headquarters in Atlanta. 
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soil or stain clothes or car 
upholstery in two. sizes 
Shop Size for service use 
Consumer Resale Size for 10 
From 


home uses 


jobbers 


AMERICAN GREASE STICK CO. 


VC a chon, mmm, 


everywhere 





Pray for a Good Cold Winter 


But the way things look now, you may spend part of it swimming 
in excess fuel oil and gasoline stocks 


October and early November normally 
is a critical time for refiners. This is 
the period when hopeful predictions of 
a cold winter are more numerous than 
falling leaves. Often, however, gloom 
is deep and tempers are short, espe- 
cially when the degree-day count is 
running low. This season, so far, is 
like any other—only more so. 

Hopes are hung on a sharp cold 
spell, but fuel oil market expectations 
are tinged with more than the usual 
amount of pessimism because of edgi- 
ness over record fuel oil inventories 
and a nagging carryover of summer 
price troubles. 

Except for the upper Midwest, 
they’re painting gasoline into this pic- 
ture of early winter depression, also. 
Gasoline stocks are building fast. De- 
mand shut off about a month early, 
they say, and stocks are rising too 
fast in their off-season climb. Al- 
ready, traditional price war areas are 
showing the usual signs of high in- 
ventories, slipping gallonage, and 
dealer determination to hold up sales 
at all costs. Retail price wars that had 
healed opened up again, or were 
threatening. Others refused to heal 
and gasoline marketing men seemed 
resigned to a winter of flaring retail 
wars. 

Gulf Coast refiners are making no 
statements on the winter outlook for 
gasoline. They mostly are content 
that there has been a psychological 
turn in the market for No. 2 fuel in 
lieu of. any physical improvement in 
the stock position. They’re finding 
shoppers showing interest in cargo 
quantities of No. 2 fuel. And while 
they were at least 0.25¢ apart of their 
price ideas for spot quantities at mid- 
month, refiners were experiencing a 
return of self-confidence after one of 
the dullest summers on record. 

Gasoline was available in abundance 
at the Gulf. There were refiners who 
said they would like to move a cargo 
or two of product, but their attitude 
was not to talk price until a buyer 
showed up. 

Residual fuel also was easy to find 
despite sales averaging out better than 
a cargo a week since mid-July. Full 
tanks had at least one refiner extend- 
ing his offerings from fourth quarter 
well into January 1958. 

The Midwest — If it hadn't been 
for the Milwaukee Braves, Midwest 


176 


marketers wouldn’t have had a thing 
to cheer about. True, gasoline sellers 
were putting up a stiff fight to maintain 
their prices in the face of diminishing 
demand and increasing product avail- 
ability. But the fact that the calendar 
is against them became steadily more 
apparent as autumn progressed. 

As for distillates and residuals, most 
marketers preferred to talk baseball 
and hope that somehow the unpleasant 
facts of life would change. 

Chicago-area gasoline prices did re- 
lieve the general feeling of market 
depression. The 0.25¢ advance in 
Chicago proper had spread through 
northern Indiana and as far north as 
Green Bay, Wisc. And some were sur- 
prised that it held fairly firm. Sup- 
pliers said they saw a continuation of 
strong prices for gasoline in the 
Chicago area because stocks were be- 
low year’s level and demand continued 
to run along better than usual for 
October. The only scratch on an other- 
wise smooth surface was the inevit- 
able reports of undercounter kick- 
backs. 

Heating oils headed into the cold 
season in bad shape—the worst ever, 
some said. Instead of firming up as 
expected in October, Chicago prices 
were subject to even larger discounts 
than in September. No. 2 fuel was 
moving at 9.125¢ FOB Chicago Dis- 
trict, fig. 0.375¢ off posted prices. No. 
1 fuel was available at 9.75 or “O.5¢ 
off,” according to trade sources. And 
stepped-up barging operations literally 
were pouring oil on the “price fire” 
as shipments from downriver added 
to already bulging tanks. 

Several Chicago sellers in mid- 
October were considering cutting their 
posting to 10¢ for No. 1 fuel and to 
9.25¢ for No. 2. Main deterrent: Job- 
bers who filled up at 9.5¢ on No. 2. 
under price protection plans that 
expired on Sept. 30 would be more 
than disenchanted with their con- 
tractual arrangements. 

This threat of jobber discontent was 
also about the only discernible factor 
holding back an open cut in heavy 
fuel oil prices. Spot buyers have been 
getting up to 0.75¢ off on both 
Nos. 5 and 6 oil for as long as two 
months, but many contract customers 
filled up at the full posted price under 
summer price protection plans. 

High sulfur resid from Wyoming 


was said by one Twin Cities marketer 
to be selling as low as $1 bbl, and 
upper Midwest transport prices had 
dipped nearly 1¢ gal. under posted 
quotations. And the distress in heavy 
oils spread over into Michigan that 
normally is a pretty well contained 
supply/demand area. Refiners there 
were witnessing long-time customers 
make the switch to natural gas. It 
was hopeless, refiners said, to try and 
compete with gas at least on a price 
basis. 

Heating oil markets began showing 
signs of life in the East and allayed 
fears of many marketers that current 
heating season might start off with 
another round of price cuts. Colder 
temperatures in the East dispelled this 
fear in some quarters, but others 
privately said: “We're not out of the 
woods yet.” 

In back of current optimism was 
slowdown in distillate buildup in the 
East during October, improved flow 
of fuel oil from primary into secondary 
storage, and narrowing of price 
discounts. 

Barge offerings of spot No. 2 fuel 
at New York harbor, which were at 
discounts of as much as l¢ gal. in 
October, narrowed somewhat. Sup- 
pliers said, however, that product still 
carried discounts to attract whatever 
buyers were around. 

One encouraging sign in light fuel 
market appeared at Philadelphia, 
where 0.25¢ gal. discount at both 
wholesale and similar cut at tank 
wagon, was rescinded by marketers 
after a two-week stay. Many felt with- 
drawal of the Philadelphia discount 
came just in time, for it took off some 
of the pressure on New York harbor 
prices. In recent past, distillate post- 
ings at both of these ports have been 
identical, sources say, adding that any 
disparity between prices at New York 
and Philadelphia normally do not hold 
for any length of time. 

Gasoline is showing up considerably 
easier in the East as the peak con- 
suming season recedes into the past. 
In New Jersey—only state where fair- 
trading has been successful—market- 
ers lowered gasoline prices 1¢ gal. and 
established a fair-trade minimum of 
19.9¢ for regular and 14.9¢ for dealer 
tank wagon on regular. Retail prices 
also were pointed lower in Boston 
and parts of Connecticut. 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


1 
REGULAR-GRADE GASOLINE GASOLINE 


_— 
KEROSINE 
KEROSINE 
FUEL 
NO. 2 FUEL 


TEST COASTAL CRUDE 
30 GRAV. LOW COLD 
36 GRAV. MID-CONT. CRUDE 


CENTS PER GALLON 
“ 


JFMAMJJASOND 


ae ae JFMAMJJASOND YEAR 49 51 53 55 
1957 


1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


4.60 


SPREAD: 
OVER CRUDE 


1957 


49 51 53 55 JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
957 


195 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 8 crude producing areas, including California. 


Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery 
markets and 7 crude producing areas, east of California. 
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Refinery and Terminal Prices 





October 14 prices unchanged from October 7 prices except as noted.) 


MOTOR GASOLINE 
Gulf Coast Cargoes Oct. 7 Sept. 30 Sept. 23 Sept. 
100 oct. prem oa 14.75-15.25 14.75-15.25 14.75-15.25 


99 oct. prem -* 
98 oct. prem 13.25-14x 13.25-14.375 13.25-14.375 93.25-14.375 
97 oct. prem 13-13.375x 13-14 13-14 13-14 

95 oct. prem 12.5-13x 12.5-13.25 12.5-13.25 12.5-13.25 
93 oct. prem 11.75-12.625x 11.75-12.625 11.75-12.625 11.75-12.625 
92 oct. reg 11.5-12.375x 11.5-12.625 11.5-12.625 11.5-12.625 
90 oct. reg 11.25-12x 11.25-12.25 11.25-12.25 11.25-12.25 
87 oct. reg 10.875-11.5x 10.875-11.75 10.875-11.75 10.875-11.75 
84 oct. reg. 10.5-11.25 10.5-11.25 10.5-11.25 
83 oct. reg. 10.375-11.25 10.375-11.25 10.375-11.25 
10.125-10.5 10.125-10.5 10.125-10.5 


10-10.25 10 10.25 10-10.25 10-10.25 


10.5-11.25 
. .10.375-11.25 
.  10.125-10.5 


+. 202 20.2 20.2 20.2 
. -15.7-18,7 15.7-16.7 15.7-16.7 15.7-16.7 


18 18 18 

16.1 16.1 16.1 
14.1-14.5 14.1145 14 1-14.5 
146 14.6 14.6 


14.7-18.2 14.7-18.2 14.7-18,2 
14.7-18.2 14.7-18.2 14.7-18.2 
13.9-16.4 13.9-16.4 13.9-16.4 
13.9-16.4 13.9-16.4 13.9-16.4 


18.4 8, 18.4 

15.9 15.9 15.9 

© .15.45+17.65 15.45-17.65 
15.5 1 


15.45-17.65 
5.5 15.5 
13.95-14.6 
14.15 


15.45-17.65 
15.5 


5. 
13.95-14.6 
14.15 


. -13.95-14.6 13.95-14.6 
14.15 14.15 
Chicago, Ili. 

98 oct. prem 1§.5-17.3 x15.5-17.3 
97 oct. prem 15 x15 

96 oct. prem. 14.75 x14.75 

91 oct. reg 13.25-13.8 

89 oct. reg 13 


15.25-17.3 15,25-17.3 
14.75-15x 14.7 
14.5-14.75 

413,25-13.8 13-13.8 

x13 12.75-13 


16.5 16.5 16.5 
13 13 13 


16 16 16 
14 14 4 


14.95-16.25 
. -12,2-12.75 


14.95-16.25 
12.2-12.75 


14.95-16.25 
12.2-12.75 


14.95-16.25 
12.2-12.75 


16.4-17.65 


- .16.4-17.65 16.4-17.65 16.4-17.65 
14.9 14.9 14.9 14.9 


16.65 16.65 16.65 16 65 
14.9 14.9 49 
Mpis.-St. Paul, Minn. 
98 oct. prem 15.75 15.75 15.75 15.75 
89 oct. reg 13 13 13 13 
Mobile, Ala. 
96 oct. prem 16.6-17.8 16.6-17.8 16.6-17.8 16.6-17.8 
14.8 14.8 148 


18.9 18.9 18.9 
16.4 16.4 16.4 


723 
Fa 


ss 
88 
a3 


17.9 17.9 17.9 
14.4 


Perens «2 
..44 14.4 14.4 


a 
< 
al 


- -16.2-18.5 16.2-18.5 16.2-18.5 16,2-18.5 

... 16.25 16.25 16.25 16.25 

«+ 14,7-14.9 14.7-14.9 14.7-14.9 14.7-14.9 
. 14.75 14.75 14,75 14.75 


328 
RRR 
437} 


i 
F 
: 


. 16.45 16.45 16.45 16.46 
147 14.7 14.7 14.7 


ss 
ae 


E 


" 18.8-18.5 18,3-18.5 18.3-18.5 18.3-18.5 
. 147-15 14,7-15 14.7-15 14.7-15 


83 
a 


| 


Fla. 
16.05-17.65 16.05-17.65 16.05-17.65 16.05-17.65 


14,3-14.9 14.3-14.9 14.3-14.9 


a3 


16.05-17.9 16.05-17.9 16.05-17.9 16.05-17.9 
..14.3-14.9 14.3-14.9 14.3-14.9 14,3-14.9 


sig SSe aE 


#3 





MOTOR GASOLINE 
Oct. 7 Sept. 30 Sept. 23 Sept. 16 


15,95-17.55 15.95-17.55 15.95-17.55 
14.2-14.8 14,2-14.8 14.2-14.8 14,2-14.8 


Wilmington, N. C. 
9f ort. prem... 15.02-17.55 
93 oct prem 14.85 

89 oct. reg. 13.02-14.25 
87 oct. reg 3.5 13.5 


Okla. (Okla. Shpt.) 

98 oct. prem 14.75-15.25 14.75-15.25 
89 oct. reg 12.25-12.5 12.25-12.5 
60 oct. M & below 11.25-11.625 11,25-11.625 


Okla. Group 3 (Northern shot.) 

98 oct. prem 14.75-15 14.75-15 14.75-15 14,.75-15 
89 oct. reg 12-12.25 12-12.25 12-12.25 12-12.25 
60 oct. M & below 11-11.5 11-11.5 11-115 1-11.65 


N. Tex. (Tex. & New Mex. shpt.) 
15-16.5 15-16.5 ' 15-16.5 
. . 15-15.75 15-15.75 . 15-15.75 
. 13.25-14.45 13.25-14.45 13.25-14.45 
... .13.25-14 13.25-14 13.25-14 
84 oct. reg. 13.25-13.75 13.25-13.75 13.25-13.75 
60 oct. M & below 11.875-13.7 11.875-13.7 11.875-13.7 


W. Tex. (Tex. & New Mex. shpt.) 
97 oct. prem... . .15.2-16.075 

95 oct. prem... . .15.2-15.325 

88 oct. reg.......14.2 


Tampa, Fla. 


15.02-17.55 
14.95 
13.02-14.25 
13.5 


15.02-17.55 
14.85 
13,02-14.25 
13.5 


x14,75-15.25 
x12,25-12.5 
11.25-11.625x 


14.75-15.25 
12.25-12.5 
11.25-11.625 


15.2-16.075 
15.2-15.325 


14.2 
13.7-13.95 
13.45 
12.7-13.45 


15.2-16.075 
15.2-15.325 


14.2 
13.7-13.95 
13.45 
12.7-13.45 


15.2-16.075 

15.2-15.325 

14.2 

13.7-13.75 
13.45 13.45 

60 oct. M & below 12.7-13.45 12.7-13.45 


E. Tex. (Truck transport lots) 
... 16-16 15-16 16-16 15-16 
... 13-185 13-13.5 13-13.5 
....  13-13.75 13-13.75 13-13.75 
ct ..  18-18.5 13-13.5 t 
60 oct. M .12.5-13 12.5-13 


Cent. W. Tex. (Truck transport lots) 
bye 


84 oct. reg 13.45 

60 oct. M & below 13.45 

Ark. (For shpt. to Ark. & La.) 
13.75 


Kans. (For Kans. destinations only) 
98 oct. prem 15-15.25 15-15.25 15-15.25 
89 oct. reg 12.25-12.5 12.25-12.5 12.25-12.5 
96 oct. reg 11.5 11.5 

60 oct. M & below 11.25-11.75 11.25-11.75 


Western Penna. Bradford-Warren: 
94 oct. prem... . 14.7! 14.75 14.75 14.75 
88 oct. reg....... 13.5-14.9 13.5-14.9 13.5-14.9 13.6-14.7 


Oli City: 


x15-15.25 
%12.25-12.5 


xl. 11.25 
11.25-11.75 «11,25-11.75 


. 14.75-16.5 
13.25-12.75 


14.75-15.5 
13.25-13.75 


14.75-15.5 
13.25-13.75 


14.75-15.5 
13.25-13.75 


15.4 16.4 15.4 15.4 
13.65 13.65 13.65 


Ohio— Quotations of 8.0. Ohio for delivery to Ohio points: 
5.2 15.2 15.2 


90 oct. reg....... 15.2 


16-16.45 16-16.45 
13.75-14.2 13.75-14.2 


16-16.45 
13.75-14.2 
16.4-16.7 16.4-16.7 16,4-16.7 
16.8 16.8 15.8 

13.6 13.6 13.6 


16.4-16.7 14.4-16.7 16.4-16.7 
15.8 16 15.8 


13.6 13.6 13.6 


20.6 20.6 
17.4 17.4 
21.1 21.1 
17.9 17.9 





Refinery and terminal prices herewith are reproduced from Plart’s 
Oilgram Price Service, a daily publication associated with NPN 

Prices shown in refinery and terminal tables are sales prices, or 
quotations, or general offers, or posted prices, reported by refiners, 
by B gen ws pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments. 
except as otherwise ified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; “market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or 
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truck transport lots or barge lots. Prices applying only to barge lots 
or cargo lots, or truck transport lots, are so designed. Prices are in 
cents per gallon, except wax and petrolatums in cents per pound. 
and where dollar sign ($) is shown. in dollars per barrel of 42 
U. S. gallons. Prices do not include taxes or inspection fees. 

Prices are for crude oil and products po g 2 produced and trans- 
oa > reported as received by Oilgram and NaTIONAL PETROLEUM 
News but not guaranteed; for subscribers’ private use only and not for 
resale or distribution or publication. ; 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal opereneee- 

Gasoline octane ratings are by ASTM Research Method and are 
minimum ratings, except where letter “M™ is used to indicate the 
octane rating is by A Motor Method. 

LETTER “X” INDICATES PRICE CHANGE. 
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(October 14 prices unchanged from October 7 prices expept as noted.) 
Oct. 7 Sept. 30 Sept. 23 


Gulf Coast Cargoes 
41-43 w.w. kero. .9-10.5x 
No. 2 fuel. .... 


.9-10.25x 
53-57 d.i. gas oil. .9.375-10.625x 


48-52 d.i. gas oil. . 9.25-10.5x 


43-47 d.i..gas oil. .9.125-10.375x 


Bunker C fuel.. . .$2.55-3.15 
Bunker C fuel 
max 1% sulfur. $2.60-3.15 


Albany, N. Y. 
ag = 1... 11.2-11, 


Md. 
Kerosine/No. 1... 11-11.5 


10.26-10. 75 


-10.9-11.4 
91 


25 
(a) Prices of some sellers to bu 
Charleston, S.C. 
Kerosine/No. 1... eens 
10, 


ts. 
No. 5 
No. 6 fuel, no sulf. 


. 10.6-11.1 
$3.4 


nkers 30-4. 
pan . — $2.92 


Rang il No e bye 
Pf | oe fe rea 
sulfur 


an 6 fuel, high 
sulfur. 8.1-8.2°* 


DISTULLATES & FUELS 


Sept. 16 
9-11 11 

10.5 9-10. 
9376.10.75 9.375-10.75 
9.25-10.625 9.25-10.625 
9.125-10.5 9.125-10.5 


$2.55-3.15 $2.55-3.15 
$2.60-3.15 $2.60-3.15 


11.2-11.7 
10.7-11.2 


11.1-11.6 
$4.23-4.33 


«$3.23 


11.2-11.7 
10.7-11.2 


11.1-11.6 
$4.23-4.33 


11-11.5 
10.75-11.25 


0.5-11 10.5-11 
}0.25-10.75 10.25-10.75 
br 14 
91 
$3.85 
4 
52 
$2.98 
$2.95 
$4.43-4.64 
i 
ays 


10.9-11.4 
$3.91 


0.25 10.25 
Ik commercial consumers are 0.15¢ higher th 


10.8-11.3 
10.5-11 


10.6-11.2 
$3.45 


10.8-11.3 
10.5-11 


10.6-11.1 
$3.45 


10.8-11.3 
10.5-11 


10.6-11.1 
$3.45 
$2.95 $2.95 $2.95 
$2.92 $2.92 $2.92 
$4.30-4.51 $4.30-4.51 $4.30-4.51 
$2.92 $2.92 $2.92 
10.25-11.625 10.25-11.625 10.25-11.625 
9.5-11.625 9.5-10.625 9.5-10.625 
9.4 9.4 9.4 
9.35-9.45 9.35-9.45 9.35-9.45 
8.35-8.45 8.35-8.45 8.35-8.45 
8.1-8.2 


**October 4 prices: No. 5 High ny 9. 4. 45; No. 6 hieh sulfur, 7,85-8.2. 


No. 6 fuel 
*—delivered Gieweland. 


Corpus Christi, Tex. 
No. 6 fuel, no sulf. 


November, 1957 + 


10.8* 
10.05* 


$2.68 $2.68 
x$2.65-3.15 $2.90-3.15 


$3.15 $3.15 
x$2.65-3.15 $2.90-3.15 


12.85 
12.85 
11.75 
9.6-10 
8.6-9 


NATIONAL PETROLEUM NEWS 





DISTULATES & FUELS 
Houston, Tex. Oct. 7 


Sept. 30 Sept. 23 
Kerosine/No. 1.. .x10.625-11 ll ll 
do barges..... .x10.5x** 10.75-11 10.75-11 
No. 2 fuel. ... . . .x10.375-10.75 10.75 10.76 
L 10.5 105 
10.625-10.95 10.625-10.95 


$2.68-3.10 x$2.68-3.10 
$2.65-3.10 x$2.65-3.10 


$3.08 $3.08 
$2.80-3.05 $2.80-3.05 


$4.20-4.45 $4.20-4.45 


ants 
No. bess no sulf. 


Fete $2.68-2.78x 
_do = ona 


$2.65-2.70x 


$3.99 $3.99 
Bunker C, bunkers $2. 65x $2.65-2.80x x$2.65-3.10 


**October 14 price: kerosine/No. 1, 10.375. 


Jacksonville, Fla. 

Kerosine/No. 1... 13.2 
2.2 

Diesel oil, shore 


On ais toa 
No. 6 fuel, no sulf. 


bunkers 
Busker Cc, air $2. ro 


Miami, Fla. 
Kerosine/No. 1.. .13 


barges 
a — ie 
Busha C. ‘bunkers $2. 90 


Mols-St. Paul, Minn. 
Range oil No. 1. .x10.625-12.8 
No. 2 fuel . «10-12 
No. 5 fuel, high 
sulfur.........9.4 9.4 9.4 
No. 6 fuel, high 
a &7 8.7 


Mobile, Ala. 


10.5-12.8 
9.875-12 


10.5-12.8 
9.875-12 


..12.4-12.6 
11.5-11.7 


12.4-12.6 12.4-12.6 
11.5-11.7 11.5-11.7 


. $4448 $4.448 $4.448 
New Haven, Conn. 
Kerosine/No. 1... 11-11.5 


Diesel oil, shore 
plants.........10.9-11.4 

No. 4fuel...... 

No. 6 fuel, no sulf. 


11-11.5 
10.5-11 


10.9-11.4 
$4.02 


11-115 
10.5-11 


10.9-11.4 
$4.02 


$3.00 $3.00 
$2.97 $2.97 


bu $4.66 $4.66 
Bunker C, bunkers $2: 97 $2.97 $2.97 


New Orleans, La. 
Kerosine/No, 1... 10.6 10.6 10.6 
No. 2 fuel 10.2 10.2 10.2 


10.5 10.5 
$3.33 $3.33 


$2.83 $2.83 
$2.80 $2.80 


$4.20 $4.20 


$3.99 $3.99 
Bunker C, bunkers $2. 80 $2.80 $2.80 


New York Harbor 
Kerosine/No. 1.. 11-11.5 
10.75-11.25 
No. 2 fuel. . 10.5-11 

i 1028.10.78 


-. 10.9-11.4 


1-114 
10.75-11.25 


10.5-11 

10.25-10.75 10.25-10.75 
10.9-11.4 10.9-11.4 
$3.88-4.18 $3.88-4.18 
$3.85-4.08 — 
$3.48 

$3.45 a8 


$2.98 $2.98 
$2.95 $2.95 


$3.13 
$3.10 


$4.43-4.64 


bunkers $4.38 $4.38 
Bunkers C, bunkers $2.95 $2.95 


1-015 


Sept. 16 
il 
10.75-11 
10.75 
10.5 
10.625-10.95 
$2.83-3.10 
$2.80-3.10 
$3.08 
$2.80-3.05 
$4.20-4.45 
$3.99 


10.5-12.8 
9.875-12 


9.4 

8.7 
12.4-12.6 
11.5-11.7 
$4,448 


11-11.5 
10.5-11 


10.9-11.4 
$4.02 


$3.00 
$2.97 


$4.66 
$2.97 


10.6 
10.2 


10.5 
$3.33 


$2.83 
$2.80 


$4.20 


$3.99 
$2.80 


M-1d 

10. aay 
10.5-11 
10.25-10.75 


10.9-11.4 
$3.88-4.18 
$3.85-4.08 


$3.48 
$3.45 


$2.98 
$2.95 


$3.13 
$3.10 


$4.43-4.64 


$4.38 
$2.95 





Refinery and Terminal Prices 





(October 14 prices unchanged from October 7 prices except as noted 


DISTILLATES & FUELS 


DISTULLATES & FUELS 
Tampa, Fla. Oct. 7 Sept. 23 





Norfolk, Va. Oct. 7 


11-11.5 
10.5-11 


Kerosine /No. 1. 
No. 2 fuel 
Diese! oil, shore 
plants 10.9-11.4 
No. 6 fuel, no sulf 
guar 
do barges. . 
Light Diesel 
bunkers 
Heavy Diesel 
bunkers $4.38 
Bunker C, bunkers$2.94 
Pensacola, Fla. 
Kerosine/No. 1...12.4 
No. 2 fuel 11.5 
Diese! oil shore 
plants... . 


Philadelphia, Pa. 
Kerosine/No. 1.. 
do barges 
No. 2 fuel. 
do barges 
Diese! oil, shore 


$4.43-4.4 


$2.95 
$3.08 


arg $3.05 
Light Diesel, 
bunkers . $4.43-4.64 
— a. 
$4.38 


bunk 
Bunker C, bunkers$2.95 
Pt. Everglades, Fla. 
Kerosine/No. 1.. .13.2 
No. 2 fuel...... .12.2 
ah a shore 


d $2.90 
Light Diesel, 

bunkers .. $5,124 
Bunker C, bunkers$2.90 
Portiand, Me. 
Kerosine/No. 1. 
No, 2 fuel. . . 
we _ shore 


No. 6 at no sulf. 
guar. - = 
do barges... 
Bunker ankersho 9 96 
Providence, R.1 
Kerosine/No. 1. 
No. 2 fuel 
Diesel oil, shore 
plants. 
No, 5 fuel. ..... 
No. 6 fuel, no = 


"11.1-11.6 
"10.6-11.1 


do barges... .. .$3.11 
Bunker C bunkers$2.96 
Savannah, Ga. 
Kerosine/No. 1.. .13.2 
No. 2 fael.......12.2 
Diesel oil, shore 

rlints 2 
No. 5 fuel. ......8 
No. 6 fuel, no sulf. 

ran - 5 

do biracs..... .$ 92 
Light Diesel 

buvke s...... .$5.124 
Bunter C, bunkcrs$2.92 


1 


10.5-11 


$3. 


$ 
$ 
$ 


$2 


1 
1 
1 


1 


Sept. 30 
1-11.5 : 
10.5-11 
0.9-11.4 10.9-11.4 


ow $5.00 
2.94 $2.94 
4.43-4.64 $4.43-4.44 


4.38 
2.94 


) 
1.8 


1.5 


1-11.5 


10.75-11.25 


10 
10.25-10.75 


10.9-11.4 


5-11 1 
10.25-10.75 


10.9-11.4 


$4.03 $4.03 


$3 
2.98 $2.98 


3.73 $3.73 


$2.95 $2.90 


% 
$ 


$ 
$ 


$2 


I: 
1 


3.08 $3.08 
3.05 $3.05 
4.43-4.64 $4.43-4.64 


4.38 $4.38 
2.95 $2.95 


3.2 
2.3 


11.1-11.6 
$3.04 
$2.96 
$2.96 


11.1-11.6 
10.6-11.1 


11-11.5 
$3.94 


$3.03 
$2.96 


$3.18-3.79 
$3.11 


11-11.5 
10.5-11 


10.9114 


$5.00 
$2.94 


$4.43-4.%4 


$4.38 
$2.94 


12 

IL 

11.5 
11-11.5 
10.75-11.25 
10.5-11 
10.25-10.75 
10.9-11.4 


11,1-11.6 
$3.04 


$2.96 
$2.96 


11,1-11.6 
10.6-11.1 


11-11.5 
$3.94 


$3.03 
$2.96 


$3.18-3.79 





Kerosine/No. 1.. 

No. 2 fue! 

Diesel oil, shore 

_Plants.........12,1 

No, 6 fuel, no sulf. 
.. $2.87 

Li Oyo $2.84 
pol en nese. 


$5.082 
Bunker C. bunkers $2.84 


Toledo, Ohio 
Kerosine. . 
Diesel oil 
No. 1 fuel. . 
No. 2 fuel. 


No. 6 fuel 


Wilmington, N. C. 


Kerosine/No. 1. cv ttg 


$4.30-4.51 
Okla, (Okla, 


shpt.) 
42-44 se kero. . 10.125-10.875 


58 & abv. d.i. 

Diesel .. 9.511.625 
No. 2 fuel 9.75-10.625 
No. 2 fuel. ..... .9.125-9.75 
No. 6 fuel $2.05-2.50°* 


13.1 
12.1 


12.1 


$2.87 
$2.84 


$5.082 
$2.84 


12.7 

12.25 
12.45-13.35 
11.45-12.35 
9-9.65 
8-8.9 


10.8-11.3 
10.5-11 


10.6-11.1 
$3.86 
$4.30-4.51 


10.125-10.875 


9.5-11.625 
9.75-10.625 
9.125-9.75 
$2.05-2.50 


**Uctober 14 price: No. 6 fuel, $2.05-2.40. 


Okla. Group 3 (Northern Shpt.) 


42-44 w.w. kero. 10-10.5 
58 & abv. d.i. 

Diesel. ..... . . .9.625-10.5 
No. 1 fuel 
No. 2 fuel. . 
No. 6 fuel 


9-9.375 
$1.75-2.05 


N. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. .9.9-11.25 
58 & abv. d.i. 

Diesel. . 9.9-11.375 
No. 6 fuel $2.05-2.60 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. .11.2-11,.5 

58 & abv. d.i. 
Diesel........ .10.95 

No. 1 fuel . 10.5-11.2 

No. 2 fuel . .10.2-10.25 

No. 6 fuel. . $2.65-2.85 


E. Tex. (Truck transport lots) 
42-44 w.w, kero. , 10-10.75 
58 & aby. d.i. 

Diese! 9.5-10.5 
No. 2 fuel. . 9.75-10.25 


No. 6 fuel $2.15-2.75** 


9.625-10.125 


10-10.5 


9.625-10.5 
9.625-10.125 
9-9.375 
$1.85-2.05 


9.9-11.25 


9.9-11.375 
$2.05-2.60 


11.2-11.5 


10.95 
10.5-11.2 
10.2-10.25 
$2.65-2.85 


10-10.75 
9.5-10.5 


9.75-10.25 
$2.15-2.75 


**October 14 price: No. 6 fuel, $1.95-2.75. 
Cent. W. Tex. (Truck transport lots) 


42-44 w.w. kero. .11.2 
58 & abv. d.i. 
Diese! ... 10.95 
No. 6 fuel. . .... .$2.65 


Kans. (For Kans. destinations only) 
42-44 w.w, kero. . 10.125-10.625 
58 and i 


Diesel.........10 
No. 1 fuel....... 9.75--10,125 
No. 2 fuel 9-9.5 

No, 5 fuel. . 

No. 6 fuel 


11,2 


10.95 
$2.65 


10.125-10.625 
9.625 


10 
9.75-10.125x 
9-9.5x 


$2.50 
$1.95-2.30 


13.1 
12.1 


12.1 
$2.87 
$2.84 
$5.082 
$2.84 


12.7 

12.25 
12.45-13.35 
11.45-12.35 
9-9.65 
8-8.9 
10.8-11.3 
10.5-11 


10.6-11.3 
$3.86 
$4.30-4.51 


10.125-10.875 
9.5-11.625 
9.75-10.625 


9.125-9.75 
x$2.05-2.50 


10-19.5 
9.625-10.5 
9.625-10.125 
9-9.375 
x$1.85-2.05x 
9.9-11,.25 


9.9-11.375 
x$2.05-2.60 


11.2-11.5 
10.95 
10.5-11.2 
10.2-10.25 
$2.65-2.85 
10-10.75 
9.5-10.5 


9.75-10.25 
$2.15-2.75 


11.2 


10.95 
$2.65 


10.125-10.625 
9.625 


10 
9.75-10.25 
9-9.625 


$2.50 
x$1.95-2.35 


10.5-11 
10.6-11.1 
$3.86 


$4.30-4.51 


10.125-10.875 
9.5-11.625 
9.75-10.625 


9.125-9.75 
$2.15-2.50 


10-10.5 
9.625-10.5 
9.625-10.125 
9-9.375 
$1.95-2.15 
9.9-11.25 


9.9-11,375 
$2.15-2.60 


11.2-11.5 


10-10.75 
9.5-10.5 


9.75-10.25 
$2.15-2.75 


11.2 


10.95 
$2.65 


10.125-10.625 
9.625 


10x 
9.75-10.25 
9-9.625 


$2.05-2.35x 





REPUBLIC OIL 


A DIVISION 





REFINING COMPANY 


PLYMOUTH ) 


OMPANY 





Benedum-Trees Bidg., 
PITTSBURGH, PA. 
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DISTULLATES & FUELS DISTILLATES & FUELS 
(October 14 prices unchanged from October 7 prices except as noted.) Oct. 7 Sept. 30 Sept. 23 
Oct. 7 Sept. 30 Sept. 16 Diesel fuel— 

Ark. (For shpt. to Frk. & La.) PS 200 14! 14.2 14.2 
42-44 w.w. kero. . 10.87! 10.875 875 37! 

ILS 1! J 300 \ - $3.50-3.68 $3.50-3.60 

10 PS 400 $3.05-3 $3.05-3.33 $3.05-3.33 
r Tank Truck (400 1 or more) 
40-43 2 kero. .19.3 12.3 12.3 
$2.80 2 2 PS 100 16 16 


14.5 


Ships’ bunkers, or deep tank lote. 
12.5 ‘ ‘ San Pedro, Calif. 

12.25 : : Diesel—PS 200... .$5.38 

12.5 ; Bunker C—PS 400 $2.85 

1175 San Francisco, Calif. 


11.25 ! Diesel—PS 200.. $5.59 
Bunker C—PS 400 $2.90 


12.7 ; a 

11.5 F ? Diesel—PS 200.. .$5.84_ 

13.2 12.2 . 12.2 Bunker C—PS 400 $3.25 
-11.75-11.85 11.75-11.85 ° - 11.75-11.85 Portland, Ore. 

Diesel—PS 200... $5.84 

Bunker C—PS 400 $3.25 


8-13.25 11.8-13.25 8-13. 11.8-13,25 


50 cotane cetane Diesel. Y Mexico | 
F a it as : ! ; — Ships’ bunkers; U. 8. dollars per bbl. of 159 liters, 


2 11:3-12.25 
36-40 gravity fuel 11.75 ; 11.75 11.75 $6.45 $6.45 s 
$3.95 $3.95 $3.95 
14.6-15.0 14.6-15.0 . 14.6-15 ; s 
14.3-14, : : 1 $5.73 $5.73 73 
_— 146 ahaa $3.95 $3.95 $3.95 
13.3-13.8 3-13. 13.3-13.8 
11. 11.8 11.2 ’ $4.57 $4.57 
9.6-0.7 6-9. 9.6-0.7 $2.90 $2.90 $2.90 
8.6-8.7 8.6-8.7 
$5.73 $5.73 


Diesel. 7 
Bunker C....... $3.95 $3.95 $3.95 
Tampico 
Diesel. ......... .$4.57 $4.57 $4.57 
Bunker C.... 2.7% «$2.75 2.90 
Veracruz 
Bunker C . $2.7 x$2.75 $2.90 
At mest Atlantic Coast points prices of some sellers for distillate fuels to bulk commercia 
consumers are 0.15c higher than prices shown. 


NATURAL GASOLINE 


Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing district. 
FOB Group 3 Oct. 7 Sept. 30 Sept. 23 Sept. 16 
Grade 26-70... .. No Quotation de 4¢ 4¢ 
(Quotation) (Quotation) (Quotation) 


Eek 
$ 





af 
f 


FOB Breckenridge, Tex. 
Grade 26-70.....No Quotation  3.5¢ 3.5¢ 3.5¢ 
(Quotation) (Quotation) (Quotation) 


LP-GAS 
Producer’s contract prices, tank cars, 
Propane: Oct. 7 Sept. 30 Sept. 23 Sept. 16 
New York Harbor 9.8 9.8 9.8 9.8 
Philadelphia,’ Pa..8.8-9.3 $003 18.8-6.3 83-03 


Toledo, Ohio.....8 ‘ 
Houston, Tex... .4x 4-4.25 4-4.25 4-4.25 
lahoma 


4-5 x45 35-5 

ra x4.625-5.375 n4.375-5.375 
New Orleans........ 625 4.625 4.625 
**October_i4 price: New Orleans §5. 625. 


Saf 


api teat 











This Is Your 
Market Place! 


Write today for Advertising 


e Rates 
NATIONAL PETROLEUM NEWS 
330 West 42nd St., PETROLEUM CORPORATION 
New York 36, N. Y. 





INDEPENDEN? 
MARKETERS 











Marketer of Petroleum Products’. 
NEW ENGLAND PETROLEUM CORPORATION 


New York Boston 
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Refinery and Terminal Prices 


(October 14 prices unchanged from October 7 prices except as noted.) 
LUBRICATING OILS 
Western Penna. Oct. 7 Sept. 30 Sept. 23 Sept. 16 
Viscous Neutrale—N o. 3 col. Vis at 70 F. 
9 - a (180 at 100°) aa flash. 





Seek Sen 
SLR RSs 
Bre RSs 


28 
27 
20.5-21.5 
215-225 
23-24(2) 23-24 
24-25(2) 24-95 
Mid-Continent 
FOB Tulsa basis. for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at 
100° 0-10 p.p. 


25.5 25.5 
23.5 23.5 
23 23 


22.5 


vis., 
O10p.p.05vi. 25.5-26.5 25.5-26.5 
Nostra! Olle—Conventiond—Pale Oils 


15.75 





21.25-22.25 
21.75-22.75 21.75-22.75 21.75-22.75 


LUBRICATING O1LS 
Cylinder Stocks Oct. 7 Sept. 30 Sept. 23 Sept. 16 
ar., 
olive green.... 19.5 19.5 19.5 19.5 


Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Guli 
for export. 
Bright Stn Stock, vis. at 210- 
50-160 vis.: 
art) pt, 95 v.i. 26.5 26.5 26.5 26.5 
Neutral eed at _ 96 vt. 0-10 0.2.: 
22.5 22.5 22.5 
23 23 
24 24 4 
25-25.5 25-25.5 25-25.5 
South T 
Vis. at 100- F., FOB &. Tex. refineries for domestic and/or expert shipment. 
Pale Oils: 
15.5 16.5 16.5 
17 17 7 
175 
18 
18.25 


18.76 
19.26 


AVIATION GASOLINE 
Gulf Coast Cargoes = Oct. 7 Sept. 30 Sept. 23 


Grade 115/145. . .19.25 19.25 19.25 
Grade 110/130. . .17.75 17.75 17.75 
Grade 91/96. ....16.25 16.25 16.25 





STANDARD OF QUALITY 


OIL AND GASOLINE TANKS 


BIRMINGHAM TANK COMPANY} | |= ==-. 
Viadloon 69381 


DIVISION OF P. 0. BOX 1490 Telephone FAirfax 2-3301 
THE INGALLS IRON WORKS COMPANY BIRMINGHAM, ALABAMA 





News 

closes for advertising 
the first of each month 
for the next month's issue. 


REPRESENTATIVES 
at McGraw-Hill Publishing Company offices 


Miller 
Rhodes-Haverty Bidg., Walnut 5778 
BOSTON 16 
dames 8. Dunn, 350 Park Square Bidg., 
Hubbard 2-7160 
CHICAGO 11 
George C. H » 520 North Michigan Ave.. 


CLEVELAND 15 
Walter G. x" 1510 Hanna Bidg.. 
Superior 1- 


1125 West Sixth St.. 
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AVIATION GASOLINE 
(October 14 prices unchanged from October 7 prices except as noted.) 
(MIL-F-5572) 
Sept. 30 
20.05 


18.55 
18.05 


Oct. 7 


Baltimore, Niu. 

Grade 100 100/130. . .20.05 
Grade 91/96 

Grade 80 


Sept. 23 


20.15 
18.65 
18.15 


19.95 
18.45 
17.95 


2x2 


SSR BER BER SEES 


xr Re 


228 


PARAFFIN WAX 


Sept. 30 Sept. 23 


Oct. 7 

Western Penna. (tc. in bulk) 
124-8 AMP white 
crude scale... 6.25 6.25 6.25 
Atlantic Seaboard 

[estize cslets ane 44° Fh 
FOB refinery; scale or 
hags or bbis.: fully ref in hage ar eartana, 
New York Domestic 
124-30 white -rude 


than E. Prices for carloud lots. 








ORDER YOUR 
1956 


(33rd edition) 


OIL PRICE 
HANDBOOK 


Containing all vital price information 


for 1956... As always a limited 
edition... $20 per copy... Send 
check or we can bill you later... 


Mr. R. H. Loyer 
Platt’s Oilgram Price Service 


330 W. 42nd St., New York 36, N.Y. 
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Sept. 16 
20.05 


18.55 
18.05 


20.15 
18.65 
18.15 


19.95 
18.45 
17.95 


Sept. 16 


6.25 


Domestic p: 


; fully om. slahe loose. Export prices FAS; vos oy io 


Dantes 1: Sa: abana eaten tert teteheectateoa 


, Complete Line of MANMOLES 


NO. 60 


MULTI-PURPOSE MANHOLE 


(non-locking type) 


Preferred territories open for 
Manvfacturers Representatives 


ES 


Send complete information 
Send catalog on other p-oducts 


NEWS 


NAPHTHAS & SOLVENTS 
Sept. 30 Sept. 23 
Baltimore, Md. 
Mineral spirits. . 


Boston, Mass. 

V. M. & P. 
naphtha 

Minera! spirits 


New York Harbor 
V. M. & P. 

naphtha 
Mineral spirits 
Philadelphia, Pa. 
V. M. & P. 


19 
18 


naphtha. ...... 18.5 
Mineral spirits. . 17.5 
Providence, R. |. 
Mineral spirits . 


FOB Group 3 
Stoddard solvent 
Cleaners naphtha 
V.M. & P. 
naphtha. . 
Mineral spirits 
Rubber solveat.. 
Larquer diluent 
Bensol diluent 


Western Penna. 
Oil City: 
Stoddard solvent 
Pittsburgh: 
Stoddard solvent 


18.5 


13.375 
13.875 


13.875 
12.875 
13.875 
14.125-14.375 
15.125-15.625 


14.125-14.375 
15.125-15.625 


14.125-14.375 
15.125-15.625 


14.125-14,375 
15.125- 16,825 


18 
18 


JET FUEL 
| MIL-F-5624) 


Oct. 7 Sept. 30 Sept. 23 


Gulf Coast Cargoe 


s 
Grade JP-4 x9.75-10.5 10.5 


PETROLATUMS 


Western Penna. Oct. 7 Sept. 30 


Bbis.; carloads: tank cars, 2.25¢ less. 
Snow white. .... 8.625 8.625 
Soft white...... 8.25 8.25 
Lily white 8.125 8.125 
Cream. . .... .7,625-7.75 “7 .625-7.75 
: Soft'Yellow . . 6.756.875 .  6.75-6.875 
Light ainbet.... 675-6875“. 6.75-4.875 
6-5-6.625 6.5-6.625 


Sept. 23 


8.625 

8.25 

8.125 
7.625-7.75 
6.75-6.875 
6.75-6.875 
6.5-6.625 





6.375 6.375 6.375 


Three types fill most needs. In sizes 6” 1.D. x 6” deep, 8” 1.D. x 7%” 
deep and 10” I.D. %7'%4” deep, mgnholes are of ri -reinforced cast 
iron. No. 60 is steel skitted: No. 61 18 non-locking. No. 62 is locking 
ype, all-cast-iron. All haye non-skid diamond tread on lid with space 
‘or product ane to your specifications at no extra charge. 


° 

eee 
+9008 
‘ee e%e 


ee 


> 


29 80 ee 
eet etety 
OO) 


Oe 
eee a a a ee ee ee! 


+9000 9 6 6 6 8 @ 6 


*, 
OD 


NO. 61 ALL-CAST MANHOLE 
(non-locking type) 


NO. 62 ALL-CAST MANHOLE 
oe (locking type) 


—UNIVERSAL VALVE COMPANY — 
P.O. Box 444-N Elizabeth, N. J. 
@ Watch for nev developments soon to be announced. 


@ Will develop products for you to suit your special re- 
quirements cr specifications. 





ee ee en eel 


183 





Tank Wagon prices 


Prices for gasoline do not include taxes; the: do however, include 
inspection fees, amounts of which may be obiained by writing to 
NPN. Gasoline taxes, shown in separate column include 3¢ federal 
and state taxes; also city and county taxes as indicated in footnotes 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 





Socony Mobil 
Mobilgas Gasoline 


-: 
=F 


New York City 
Manhattan 
Bronx 
Kings 
Queens 
Richmond 

Albany, N. Y. 

Binghamton 

Buffalo 

Jamestown 

Mt. Vernen 

Plattsburg 

Rochester 

Bridgeport, C 
ridgeport, Conn. 

Desbery hi 

Hartford 

New Haven 

Bangor, Me 

Portland 

Boston, Mass. 

Concord, N. H. 

Lancaster .. 

Manchester 

Portsmouth 

Providence, R. I. 

Burlington, Vt. : . . 

Rutland me ee 17. 
*Com. cons. t.c. prices 0.15¢ higher. 


a 


-W. Taxes T.C. 
17.3 
17.3 


7 
o 


me 

=~ 
o> 
a 


DAocwoonarocoaaBdaroDna DB ODRMAWWi 


11.1 


tt) 
wh = ee 
—SOeno 
a 
ee ee —_— 
= NNN WN ee ee 


—mnNhm 


ond on oo nm 
' —NerOe SOeN 


Seoooscooosoooooosce 
‘an 


DR SOvonRUe RY OE 


= 
OO OC OCOCOCRHOS OOOO II IIIS ISS 
—-- 
— 


SSosccus 


ee et 
CoCo el 


DE AROARAREERRRIBARIARAAARAAD 
Oh ChE ALOOCOOLh—“OOhOLOWWwWOO 
ee a ees a eres ae aes aes aes esa ee ee cee ee 
BR AARSRAARAAAARISIIIIII 


12.75 
12.8 


UA 


) 
oe Gasoline —_ Kerosine 


a 


2 


cet ne 
DA AAA 
nD ALARS 


— 
Mw 


~ 


— 
wv 


where levied are indicated in footnotes. Discounts tf any, are snown 
in footnotes. These prices in effect October 15, 1957, as posted by 
principal marketing companies at their headquarters’ offices, but 
subject to later correction. 


*Mobilheat 
(No. 2 Fuel) 
Yard 


i 


- 
+z 
- 
5 


NRSoO—~UL 


10.9 
10.8 


— oe 
-— 
S 
WAWAIWN A 
aA 


—_— eS 


A AAMAS PPLLLD* 
SO AW 30D A009 000 oo 


— 


s) 


aNA=—wW 


1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 


0.8 
0.9 
1.3 
1.9 
23 
1.0 
2.3 
1.8 
1.5 
0.5 
0.9. 
0.5 


10.95 


eee — tt ee 
- RARRA ANANDA AAAAAAAA 
aArwiuno Uan=— 


vNewiuoco- 
: SESS: Se-eN NeroS: 


a  . e 


12.25 
12.3 


— at et et et 
ADAH: 
Nooeoco 


Taxes: NYC prices are ex 3% city sales tax, voor prices ex 2% city sales tax. 


| Mobil Kerosine & Mobilheat—NY 
Diesel—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. 


(all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 





indiana Tank wagon prices listed below were obtained by OIL- 
Standard GRAM correspondents who visited Standard of Indiana 
neared puik Plants where the company’s prices are publicly 


poste 
ang (Regular) Fi Oil 
urnace 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal &over 
17.1 16.1 (a) 
18.6 17.3 16.3 
18.3 17.4 (b)16.4* 
17.9 17.0 (a) 
15.4* 14.4* 
15.9 14.9 
14.1 13.1 
14.9% 13.9* 
: 16.7 15.3* 
19.0 i7.1 15.4* 
19.5 17.0 (a) 
(a) See below for prices on larger quantities. (b) 16.2* for 750 


gal & over. 
Standard Stanolex Stanolex 
Furnace Oil Fuel A Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over 7 & over vl & over 
Chicago ..... 15.1 146 2.2 11.48 0.9 10.15 
Standard Furnace Oil 
100-174 100-349 175-849 350 gal 850 gal 
gal gal gal &over &over 
Mpls.-St. Paul 16.0 15.3 14.8* 
Milwaukee ......... , 16.0 15.5 
Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines 
kerosine & furnace oil japon do not include 7¢ state tax. State sales, 
occupation, consumer use taxes to be added, where applicable. 
Discounts: Red Crown c.t.w. prices at some points subject to 
varying discounts for quantity deliveries. 
* Temporary price. ° 


Chicago, Ill. Me 
South Bend, Ind. 
Detroit, Mich. 
Mpls.-St. Paul, Minn. 


a 
= 
wv 


OP O.0S R10 WOO 
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Prices are tank truck posting, ex all taxes, apply- 
Standard of ing for deliveries of 400 gal or more; see below 
California for other deliveries. 
Gaso- Chevron Standard 

Chevron line 

(Regular) Taxes 
San Francisco, Calif. 17.9 
Angeles ...... 17.4 
19.0 


14.5 
14.0 
15.3 
16.4 


_ 
o 
. 

_ 


— ese oes ero i 
AAR ADAAINA DS 
WOWUWNYNOaAWOU 


PSC 2S VO R2eo 
COANUAUAw 


3 Be 
Fairbanks, Alaska . 


220 010 0.0 0:00 00.0 


SoUScoUUNsoooo>ooO 


Sse Beat 


* Standard No. 2 Burner Oil. 

Taxes: Honolulu—Diesel/furnace oil price is ex | 
all T.T. prices are ex Hawaiian gross income tax of 
2.5% to consumers. 


¢ territorial tax: 
1% to resellers. 


Notes: For other deliveries— 


Chevron ( )}—Add to 400-gal-and-over price 1 ¢ for 40-199 
gl. yr for 399 gal, ex to marine trade in Alaska where 
.5¢ differential applies to 40-399 gal; for less than 40 gal, add S¢ 
gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
and less than 100 gal to shoreside trade. Chevron Supreme (premium) 
prices are 3.2¢ higher than Chevron (regular) for quantity delivered 
at points above except Salt Lake City—3.0¢. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal 
6¢ for 20-199 gal, 3¢ for 200-399 gal: tank car/truck trailer, deduct 
3.5¢. Diesel, furnace & stove oils—Add to 400-gal-and-over price S¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 











PETROLEUM CALCULATOR CARDS 


Sto fo Figure use our FAST, EASY-TO-READ 


Qa 
Nye ote 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1 10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 te 9000 GALS. in 1000 STEPS. 


SYSTEMS 39-30N sath st. WOODSIDE 77, N. Y. 





FREE Description on Request | 
TWining 8-6666 
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i asoline )» Kerosine 
Esso J Atlantic om bar. (Regular ome Pos 


(Regular Kerosine & ‘ons. 
Standard ’ Gasoline No. 1 Fuel No. 2 Fuel Refining T.W. T.W. Taxes Fuel T.W. 
T. Ww. T. W. Philadelphia, Pa... Ses aa 14.95 
14.8 . Reading ve : 15.35 14.7 
14.8 . Allentown rae eae 15.35 14.7 
Harrisburg Sax Pe 15.35 14.7 

Wilkes-Barre _. ene “ 15.65 15.0 
Williamsport teh 15.65 15.0 
PE oa wees. a. 15.9 15.05 
Altoona aes 15.9 15.05 
Erie .. ven 15.9 15.05 
Greensburg ...... 15.9 15.05 
Wilmington, Del. . Ne pe 
Hartford, Conn. . . . . ca cam 
New Haven .. : 5. ; 14.6 
Boston, Mass. .. ‘ 5. * a re 
Springfield . vs : ot ae 15.3 
Providence, R. I. . 5. y 14.25 
Camden, N. J. . . : 14.3 
Newark j eof ‘ ’ E - 14.3 
Albany, N. Y. ’ ; j - 14.6 
Binghamton ‘ a ; J d 14.8 
Buffalo . ? , q 15.6 
Elmira ; . é s 15.4 
Rochester ....... : ; ‘ 15.2 
Syracuse ... “ ; 
Watertown ae . . * : 16.1 
Baltimore, Md. * . 14.4 
Richmond, Va. 3 J 15.2 14.5 
Charlotte, N. C. . : . 5.2 14.5 
Chattanooga Jacksonville, Fla. ve wai 

ere B t } Miami pe 3 \ . ah 

i : : : . Heavy Fuels 

Little Rock, Ark. 16.8 Seen’ 3 Taxes we 5 ie. 6 


- 
> 
~ 
o 


Baltimore, Md. .. 
Cumberland .... 
Washington, D. C. 
Danville, Va. .... 
Petersburg 
Norfolk 
Richmond 
Roanoke .. 


Parkersburg 
Wheeling et 
Charlotte, N. C. . 
Hickory .. ip 
Mt. Airy .. 
Raleigh 
Salisbury .. 
Charleston, S. C. 
Pree $F 
rtanburg .. 
New Orleans, La. 
Baton Rouge .... 
Alexandria 
Lake Charles . 
ea oe eae 
New Iberia 
Knoxville, Tenn. 
Memphis 


—— eee 
SSSSSSECwooowowowocooon 


AAIAAAIISISIIIIAIAS 
Soosooosooooeooosososoose 


— th eh pet fe ph pe 
FAV PAUunas 


MDW Bb Lo Be 


AALAANIAIAAHWAHAS ; : sh me 
a Ln 00 La ee ein MAOA~WIOWOWVODUAUAIROD oD DWWioio 


eter wdertierterteriert-aert—s 


Anw 


* Prices applies for kerosine only. 


18.9 r 8.0 Phila 10.39 8.60 
Heavy Fuels No.4 Fuel No. 6 Fuel Dealer cost: 

Newark, N. J. ...... i: edce ck OG $3.532 23% below 

eR ee ee ... 4.64 3.58 suggested retail 

Washington, D. C. 1,050 gal minimum 4.83 3.68 
Novas, Kisame rosin, prices, not include Uf sat at, og | Notes: Premium-grade tov. prices 3.5¢ above regular. Kerosine— 

300 gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Penna., add.i¢ gal for t.w. deliveries under 100 gal at one time. 

Premium-grade t.w. prices 2.5¢ above regular. Camden—Add 1¢ for deliveries of 100-299 gal, 2¢ for under 100 gal. 


NO COST PROMOTION SAVE 4 WAYS WITH 


(Your Profit on Sale of 2 Batteries is 25¢) 
300 ft. Beam Standard Size 


FLASHLIGHT 
2377 


6% in. long 
Chrome Plated 
3-Way Switch 
Hanging 

Ring 


15.1 15.8 8.0 


























ene ~ FOR DIESEL 
Sev ous eanaen ate gai | AND GASOLINE 
of over 250 ENGINES 


Powerful Business- 
Winning 








KIM Hotstart keeps engines warm at night. 


GIVE-AWAYS5S It is a lightweight pre-heater that is plugged 


into the electric circuit. KIM draws off cold 

and Self-Liquidators — m4 the engine, heats and circulates 
it through the engine. KIM’s use ends 

from 1¢ to $2.50 cold starts, and cuts winter repair bills. 


Unsurpassed for STATION OPENINGS, Thousands in use. 
Special Promotions, Anniversaries, etc. 


HENRY PHILLIPS CO. SEE YOUR AUTOMOTIVE SUPPLIER OR 


Barryton 10, Mich. WRITE FOR LITERATURE 


h -5597 
Pee be ne a KIM HOTSTART MANUFACTURING COMPANY 


West 917 Broadway, Spokane 1, Washington 
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Tank Wagon Prices 





Ohio Standard 


(Regular Grade) No. 1 No. 2 
Consumer Gasoline Kerosine Sohio- Sohio- 
Resellers T.W. 8.8. Taxes T.W. Heat Heat 


eee . 163 20.3 8.0 16.3 16.3 15,3 
Canton . 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
CRON i a aA 21.9 8.0 16.3 16.3 15.3 


Cleveland ose Sac 22.3 8.0 16.3 16.3 15.3 
Columbus 17.1 20.6 21.9 8.0 16.3 16.3 15.3 
17.1 20.6 21.9 8.0 16.3 16.3 15.3 


17.1 20.6 21.9 8.0 16.3 16.3 15.3 
17.5 21.0 22.3 8.0 16.3 16.3 15.3 
17.5 21.0 22.3 8.0 16.3 16.3 15.3 


Portsmouth ; 17.5 21.0 22.3 8.0 16.3 16.3 15.3 
Toledo... 17.1 21.0 21.9 8.0 16.3 16.3 15.3 
Youngstown Res | P 21.0 21.9 8.0 16.3 16.3 15.3 


Zanesville ..... i Ot 21.0 22.3 8.0 16.3 16.3 15.3 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 
3.5¢ above regular. S.S. prices are at company-operated stations. 





imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 

(Esso Gasoline Regular) Furnace Oil 

Dealer Gasoline Kerosine No. 2. fuel 
T.W. Taxes T.W. T.W. 


St. John’s, Nfid. . ee 17.0 25.7 18.7 
eS WE eee tere 23.2 170 24.7 17.7 
S: tebe: MER... 15.0 26.7 17.7 


Charlottetown, P.E.I. .. ............ 16.0 27.2 19.3 
13.0 25.6 18.3 
13.0 25.8 18.3 


13.0 25.8 18.3 
11.0 28.5 18.4 
11.0 28.5 20.6 


12.0 25.2 17.1 
12.0 27.9 17.4 
10.0 24.4 16.2 


Edmonton, Alta. . 2 10.0 23.9 15.7 
Vancouver, B. C. 10.0 25.4 18.1 


Taxes: Gasoline taxes are provincial taxes. 
Notes: Premium-grade gasoline t.w. prices 3¢ above regular. 








@ SOLVENT NEUTRALS 
AND BRIGHT STOCKS 
@ MULTI-PURPOSE OILS 
@ CYLINDER STOCKS 


KERR-McGEE OIL INDUSTRIES, INC. 


Maximum @pportunity 


for Gales and Gjurnover 


Humble 
Humble Gasoline Gaso- Kerosine 
Regular line Tank Re- 


T.W. Retail Taxes Wagon tail 


16.3 20.8 8.0 14.3 18.5 


16.3 20.8 8.0 143 18.5 

Houston 16.2 21.7 80 143 18.5 
San An- 

tonio 16.4 21.9 8.0 14.3 18.5 


Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 


Crown 


Kentucky a 
Standard —¥ 
T.W. 


Atlanta, Ga. 18.1 
Birmingham, Ala. 17.9 
Jackson, Miss. 18.0 
Jacksonville, Fla. 17.6 
Louisville, Ky. 17.7 


Taxes: Birmingham gasoline taxes include 
1¢ Jefferson County tax. Kerosine taxes not 
included in prices: Georgia 1¢; Mississippi, 


0.5¢. 

Note: Current net prices may be different 
from those listed because of temporary local 
conditions. 


Fire-Chief Gasoline 
Texas Co. (Regular Grade) | Kerosine 
Dea Gasoline Dealer 
T.W. Taxes T.W. 


Dallas, Tex. 16.3 
t. Worth nh. oe 

Wichita Falls 

Amarillo 


ome wm 
at a 
a 


-— 
a 
la 

fe tan top tp En tn iw sw 


San Angelo 
Waco es 
Austin ... 
Houston 

San Antonio 
Port Arthur .. 


Notes: T.W. prices are for min. 50-gal de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 3.5¢ above regu- 
lar, except El Paso, 2.7¢ higher. 


mee aes esse 
ANNAN AA 90H H 
AN SAUDUU 
92 90 99 90 90 90 9 G0 90 90 90 G0 
ocoooooooo“oo 
nll cellleneeeed ieee tee 
PRA PRRRD 


— 
a 
N 
io ) 
ro) 
—— 
ee 
woe 


Continental Oil 


(N. B. Prices are Continental's tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions.) 


_Conoco Gasoline 
T.W. Gasoline Kerosine 
(Regular) Taxes ° 


Denver, Colo. 17.8 
Grand Junction 20.5 
Pueblo 18:5 
Casper, Wyo. 18.6 
Cheyenne ae |S 
Billings, ‘Mont. 19.7 
Butte e 10.8 
Great Falls . 19.7 
Helena joe ee 
Salt Lake, U. 19.7 
Twin Falls, Ida. 21.3 
19.1 
78 
9.2 
6.9 
6.5 
6.4 


© 
o 


—— 


A!buquer.,N.M. 
Roswell ...... 
Santa Fe .. 1 
Muskogee, Okla. 16. 
Oklahoma City 1 
Tel. Ga 

Taxes: Gasoline taxes include these city 
taxes: Albuquerque & Roswell, 0.5¢; Santa 
Fe, Cheyenne & why 1¢. 

Salt Lake & Twin Falls gaso- 
line prices apply for deliveries of less than 
200 gal; 200-399 gal, deduct 0.5¢; 400 gal 
& over, deduct 1¢. 

Notes: T.W. prices are to consumers & 
dealers. Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Idaho premi- 
um-grade 3.0¢. 


SoeLSLcrsooooYrees 
UWSUUSSOSO>OOSSO&OSO 


——_— oo 
Ss 
Au 
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Crude Oil Prices 





Domestic—Prices in effect October 15, 1957, but subject to later correc tion: In $ per bbl. of 42 U. S. gal. at the well. 
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Prices are shown by states and by general 
areas in m states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 


Bear Creek, Stephens & Other Fields: 
Schedule D: Sohio 
10¢ below Schedule D: Esso, Arkansas Fuel. 
Cairo & Other Fields: 
10¢ below Schedule A: Esso. 
Besse & Other Fields: 
above | a D: Sohio, Arkansas Fuel. 
Be edule D: 
Haynesville & Other Fields : 
10¢ above Schedule A: Esso. 


COLORADO 
Rangley: 

Schedule A: Phillips, Indiana. 
je Logan, Morgan, Washington. 

nties 

Schedule E: Indiana, Pure, Sinclair. 


. & Weld 


KANSAS 


Schedule A: Phillips for Greenwood County. 
Schedule C: Phillips for all fields except 
Greenwood County. Indiana, Pure, Sinclair, 
Texaco for all fields. Continental for Barton, 
Gowler. Ellsworth, Harvey, McPherson, Reno, 
Rooks, Russell, Sedgwick, and Sumner 
Geomelan Cities Service for all fields. 


LOUISIANA—Central 
Catahoula Lake 8 ¢ Other Fields: 
Schedule F: 
Hemphill & ome * Fields: 
G: Esse, Sohie. 
Olia & Other Fields: 
Schedule H: Esso, Arkansas Fuel, Sohio. 


LOUISIANA—Coastal 


Bayou Blue below 28: 
10¢ above Schedule O (24-29 gravity): 


LOUISIANA—East 


LOUISIANA—North 
Ashland: 

le Az Esse. 
Lis t Sugar Creek: 
al le D: Esse. 


above 








Fields: 
A: Exso, Sohie. 





LOUISIAN A—South 
Lake Washngton: 
Schedule F: ‘ 
Anse La Butte & Other Fields: 


: Esso, Texaco. 
MISSISSIPPI 


ag wm Point & Other Fields: 
Schedule F: , Pure. 


Fayette & Che Fields : 
Schedule G: Esso, Sohio. 

Hub: 

Schedule 

ey FE & Other | Fields 


below Schedule E ‘(18-30 gravity): Gulf. 


MONTANA 


Elk Basin (Embar-Tensleep & Madison): 

Schedule K: Carter (schedule extends down 
to 15 gravity), Indiana (schedule extends down 
to 27 gravity). 


Sour Cru 
Schedule K: Continental. 


Sweet Cru 
E: Continental. 
Cut Ban 
Schedule A: Phillips, Carter, Texaco. 
Pondera: 
Schedule M: Phillips. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Indiana. 


NEW MEXICO—Intermediate Crude 


Schedule E: Gulf, Phillips, Indiana, Texaco, 
Shell, Magnolia (schedule ends with below 
15 gravity), Continental. 


NEW MEXICO—Seur Crade 


Schedule Q: Gulf, Phillipe, Indiana, Texaco, 
Sinclair, M 





NORTH DAKOTA 
Schedule A: Indiana, Pure 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, 
Texaco, Continental, 
Service, Sinclair, Magnolia 


Indiana, Carter, 
l, Pu Cities 


OKLAHOMA—Sour Crude 
Schedule B: Indiana, Carter, Texaco, Shell, 
ities Service, Sinclair (schedule ex- 
tends down to 15 gravity), Magnolia. 


TEXAS—East Texas Field 
Phillips, 
ips, 
Sohio, 


Humble, 
Gulf, Indiana, 


Price: Cities 
Texaco, Sinclair, 
ia, Shell, Sun. 


TEXAS East Central 
Schedule N: Humble, Pure. 
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1 4XAS—Gulf Coast 


Geose Creek & Other Fields: 
Schedule ©O: Indiana. 
@ (24-30 gravity): 


10¢ above 
Humble, -. Gulf. 
l wtings & Ot Fiel 
edule O: Humble, indieas. 
Other Fields: 


A whuac & 
Bcheaale’ J: Humble, Sun. 


§ ¢XAS—North, North Central 


Schedule A: Indiana, Texaco, Continental, 
fare, Sinclair, Magnolia (schedule ends with 
low 29 gravity). 


' SXAS—Northeast 


Chega Crudes) 
tideo & Other Fields 
Schedule Texaco, Humble (schedule ex- 
vas down 00 tdlow 0. 


InXAS—Panhandle 
Cerson, Gray, Hutchinson, & Wheeler Counties: 
Schedule Q: Hum M 
with below 29 gravity), Phillips. 
Gvintanes 


tehedule A: Phillips. 


TE pet ty = 


Kelsey & Other Fie 
‘“ehedule J: Bae Sun. 

Mirando & Other Crudes 

10¢ above Schedule H: Sinclair ain grav- 
3 — 


eavy rudes : 
15¢ above Schedule J (20-26 gravity): 
Humble. 


TEKXAS—West Central 


E: Humble, Indiana, 
Service, Magnolia 
encs with below 25 gravity). 
Tr XAS—West Texas Sweet 
Schadate A: om, A soy Indiana, Tex- 
Serviee, Magnolia 


re. 
le onda wit wo 26 olay. 


Texaco, 
schedule 


rviXAS—Weat Texas Intermediate 
Schedule E: Gulf. Phillipe, Indiana. 


t ¢XAS—West Texas Sour 
Schedule Q: Gulf, Phillips, Indiana, Hum- 
Texaco, Pure, Cities “bervien, Sinclair 


& : 
edule E: qe Pure. 
K: Continental 
inkleman boar & Other Fields: 
Schedule Continental, Pure, Sinclair. 
8¢ below Bchotule K: Indiana (schedule ex- 
tends from 15 to 26 gravity). 
Schedule L: Continen 
nverse, Johnson, Niobrara & Park Counties: 
Schedule E: Con tal. Crete): 


it Creek Field 
Schedule K: Stanolind O & G. 











Crude Oil Prices 





FLAT PRICES 
ARKANSAS 
Smackover (Ark. 


{LLINOIS 

(ll. Basin (Carter, Texaco, Ohio Oil, 
Shell, Magnolia, Pure, Ashland, 
Gulf, Sohio) 

Ol. (Sohio) A 5 cng 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
{nd. (Sohio) 


KENTUCKY 


Butler Co. area (Owensboro- 
Ashland) 


Fuel) 


LOUISIANA 

Bivens (Atlantic) 

Neale (Atlantic) 

Sweet Lake (Pure) 
Urania (Ark. Fuel) 

Ville Platte (Continental) 


MICHIGAN 
Only lowest and highest postings of 
company are shown below. 
Bay Pipe Line: 
River (sour), West Branch 
(sour) ... sens 
Lake George 





MICHIGAN 
Leonard Pipe Line: 
Clare City & other fields ... 
Barryton (Fork, Sun-Denslow) 
Pure: 
Adams & Deep River 
Coldwater 
Simrall : 


Grant 
peseren-Sen Denslow 


iO: 
Coldwater 


MISSISSIPPI 
Baxterville: 
Condensate (Gulf) 
Crude (Gulf) . 
MISSOURI 

St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) anak 
Corning (Seep) 

Lima (Sohio) 


PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 

Bradford, Pa. (Seep) j 

Eureka, W. Va. (Seep) 

Middle Penna. (Seep) .... 

Southwest Penna. (Seep) to oa Ee 
Zanesville, Ohio (Ashland) ..... 





NPN Gasoline Index 


Oct. 15 
Month ago .. 
Year ago 


17.11 
16.50 


Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or 


einais:” Okiaho: Chicago District, 
Minneapolis St. Pail, Western Penney 
1 
ville, Boston, and Gulf Coast. 











REASRS 





TEXAS 
Cc 


ao ee Sinclair) 
Crude (Sinclair) 


Creek (Sun) .. 
pe Humble. Sun, Texaco) 
Darst Creek (Humble) ........ 
Tomball (Humble, Magnolia) 
Van (Humble) ces ey, 
Van (pare) ine kes Owovawewes 


WYOMING 
*~ Sand Draw Condensate 
Sinclair) 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
Coal- Buena Elk Huntington Kettleman 
inga Vista* Hillst Gane Inglewood Hilla 
$2.54 vr: oe ° oe 


Gravity Torrance 


> SSlSSSSSRIBaeSKSVSSRRS2z2: : 


Ridge Wilmington 


$2.78 
81 


eee rae 
: SSRRSRBSeResszaz: : 








+ (eoenee cece cece coceconoseconono 08s. ; 
: SBSRESSRSRLSRSSLSS: : 
: SSSBReasSassaszse 


o2 60 6060 00 g0 19 90 co co eo co coro ronononero8S. 


: BSSeRRsressessssegeas: : 


SRSSSSRSRS sss 


2.59 
2.63 
2.68 
2.72 
2.77 
2.82 
2.87 
2.92 
2.96 
8.00 
8.05 
8.10 
8.15 
3.20 
8.25 
8.30 
8.35 
3.40 
8.45 
8.48 
3.60 
3.63 


stat stabatal shetetetatatatseatsaat satel stele 
i lataletatatetetetatebseatstsateneeete 
>i SRSHASSRRASSSSLSSSAE: : : : 


co co co co co co co 09 69 co co G9 Co COND 
Misesnheh ese nh 66 6s te: & eo 0 6 A wea 


ineet. 
*Long Beach. 





Ontario P 
Oil Springs Receiving Station 
Sarnia by t.w. or tc. 


Joffre Nisku . 
Keystone .. 
Leduc-Woodbend 
Malmo Nisku, L. C. 
Malmo Leduc .. 

New Norway Nisku 
New Norway Leduc 
Peavey 
Pembina .. 

Redwater 

Rimbey alee pei sis 
Sturgeon Lake Leduc 
Sturgeon Lake Triassic ... 
Sundre ind 
Westward Ho 
Willesden Green . 


Canadian Crude Prices 


_ Postings of Imperial Oil Ltd. Prices are 
in Canadian dollar per bbl. of 35 imp. gal. 


wewandu 


Alberta 
Acheson/Stony Plain .. 
Armisie ... 
Battle 
Bentley 
Big Lake South 
Bonnie Glen 

amel 
Excelsior 
Fairydell_ . 
Fenh-Big Valley 
Golden Spike 
Harmattan 44 
Joarcam North . 
Joarcam South 
Joffre Viking . 


PPPNPPNNN 
KIBS7z92 


i) 
— SA 


wr 


PPNRRYYNYPNP 


SeSRALSSaeyssae 
NNN 
BRB 


py 
SRS 


Daly : 

East Cromer (Daly) 
Routledge 

Virden .. 
Woodnorth 


Turner Valley (Alberta) 

Prices begin with 33-33.9 gravity at $2.55 
with 2¢ tial per degree of gravity to 
64 and above at $3.17. 


yrN 
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Foreign—Prices in effect October 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. 5. gal., except as noted. 


VENEZUELA 


Prices per bbl. for cargo-iot quanti FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms stated 
below; 2¢ per bbi. ‘iflerential per mp ob ‘of la’ applies for gravities below and above those 
shown, except as noted. Prices for crude id at points other than those indicated subj o 
to variation from voy shown below to reflect any change in transportation and terminalli 

requirements. ney te companies posting: 1—Colon Development, 2—Compania Shell de Vene- 
zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. 


FOB Port 

Puerto La Cruz ieee 
. Las Piedras/Amuay 
. Las Piedras 


Cruces/Manueles _...__. 
oquens/Manucies 
Cumarebo 


Guanipa ‘ 5 tes 
Guanipa ie 
Guere (Crude Waxing) 
Jusepin 


avout 13/1 ‘ 
About 5/16 fp 














41.0-41.9 
About 47/48 





; Fah SH Cosel roe “git £2 
3% sock’ fem erential o ap 


Also available at La Salina at 3¢ bi less. tAlso ivailable 
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MIDDLE EAST 


Prices are per bbi. of 42 U.S. gals., exclusive 
of local port or other governmental charges, 
sales taxes, etc., if any; FOB loading port in- 
dicated, for gravities shown ; 2¢ per bbi. differ- 
ential per degree of gravity applies for below 
and above thuse shown. 


Persian Gulf 
Crude Gravity Price 
Arabian (ex Rastanura) 
Esso Export, M. E. Crude 
Sales, Mobil Overseas, 
California Transport, 
Texaco Trading 34-34.9 $2.08 
Arabian, Safaniya on lastanura) 
Export, M. E. Crude 
Sales, Mobil Overseas, 
Texaco Limes Cali- 
fornia Trans; 
Basrah, Iraq (ex _ Iraq) 
BP Trading, CFF .. 
Export, Mobil Over- 
seas, Shell Pet _. j 
iranian (ex Bandar Mashur) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
Cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Nat'l Iranian, 
Pac. Western-Iran 
Iranian Light (ex Abadan) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, 
, BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
fran, Iran Calif., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Pac. Western-Iran 34-34.9 1.99 
Iranian Heavy (ex Abadan) 
Iran Atlantic, Tidewater- 
Iran, Am. Independent, 
Mobil Overseas, Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran Calif., Gulf 
Int'l, CFP (iranian 
Branch), Pac. Western- 
—_ Sohio-Iran, San Ja- 


27-27.9 1.79 
36-36.9 2.00 
35-35.9 1.98 


34-34.9 2.04 


31-31.9 
Kuwait r~ Mina-al-Ahmadi) 
BP Trading, Gulf Kuwait, 
3° erseas, Esso 


Qatar a i Said 
Shell Pet., a 


Esso Expo 
BP Trading. CFP 


Eastern Mediterranean 
Gravity Price 


.. 36-369 2.59 
ME ale = Sales, Mobil 
Overseas, Texaco Trad- 


a California Trans- 
... 34-349 2.55 
Iraq dn Tripoli, Lebanon Banias, Syria) 
BP Trading, Esso Export 
Shell Pet., CFP 36-36.9 2.59 
Mobil Overseas 35-35.9 2.57 


FAR ZAST 


Price . in U.S. dollars per bbl. of 42 U.S. 
e. FO Sammy} Sarawak, as posted by 
rawak. Dilkelde td., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, "37-38 API $2.75 
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Gasoline Consumption by States, June 1957 


(American Petroleum Institute Figures) 
Tax Ratet —_—_—_—— ——~—Month of. ——6 Months Ending With———- 
une May 1957 June 1957 } June 1957 June 1956 
Jents Gallons Gallons Gallons Gallons 

79 994,000 77, 737 ,000 449 ,997 ,000 
35,314, ,000 204 612,000 
48,132, . . ’ ’ 264,706 
471,616, . ’ ° ’ 2,674,767, 
61,449 ,000 63 307 ,976 
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Total 48 States and D. of C.... : : 5,182,814, 

Daily Average ee ee 165 ,575 ,000 
Change from precious year: 
Total c 


=r 
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t These are State tax rates per gallon. In addition there is the Federal Tax of Two cents (2¢) per gallon. 
t Pennsylvania Gasoline Tax increased one cent (1¢) effective June 1, 1957. 

* ~——3 Gasoline Tax increased one cent (1¢) effective June 1, 1957. 

vv vised. 





‘ m ee Louisville, Ky. 
Cleveland, Ohio 

Gasoline Prices for 55 U. S. Cities elm, Oi, 
Dealer tank wagon and retail prices for regular-grade (house- ncranapors, 

brand) gasoline, and taxes, in 55 representative US. cities on Chicago, Tit h 

October 1, 1957 as compiled by National Petroleum News are shown Detroit, ~— pot €s:0 94 

below. Figures are in ¢ per gal.; (i) and (d) indicate increase or Milwaukee, Wisc. .... 

decrease as compared with September 1, 1957. Tax column indicates Twin C Minn 

only motor fuel taxes levied as such. 
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It’s a Real Nice Clambake 


CLARENCE DAVISON has presided 
at his last clambake as president of 
Penola Oil Co.; but in two decades 
he has established such a popular 
outing that the famous September 
clambake will probably continue. 

Clarence Davison’s Clambake, as oil 
marketers refer to it, has been held 
on the eve of the September National 
Petroleum Assn. meeting annually 
since 1938, except for one year dur- 
ing World War II. Originally an in- 
formal social for some of Esso’s busi- 
ness acquaintances, the clambake has 
developed into an institution. Those 
invited are mostly in _ lubricants, 
greases and specialties side of market- 
ing. Besides customers, competitors 
and trade association officials make up 
the crowd of 300, drawn from all 
parts of the U. S. and sometimes from 
abroad, who gather on the shore of 
Great South Bay, West Islip, N. Y. 

Farewell Party—Davison will retire 
next February. So this year’s clam- 
bake, on Sept. 10, turned out to be a 
going-away party for him, climaxed 
by the presentation of several gifts. 

According to Davison’s records, this 
was the 19th clambake. “The first 
time,” reminisces Davison, “I took 14 
friends out in my cabin cruiser, the 
Joan D., named after my daughter. 
That was in the early 1930s, about 
1931 I think. And the next year we 
took two boats, and then three. But 
it seemed kind of dangerous, with 
sO many people, so we decided to 
have it on land.” 

The co-sponsors are Penola and En- 
jay, both Esso Standard subsidiaries. 
Penola wholesales lubricants and 
greases in Esso’s marketing territory 


ade, 


te rh 


and retails as well as wholesales them 
outside Esso’s market. 

Long Look Backward—Davison’s 
career spans the Standard Oil post- 
dissolution era. In 1911, he started 
working for E. H. Bedford, vice pres- 
ident in charge of foreign and domes- 
tic lube oils, as an office boy at $5.50 
a week. In 1925 his sales career 
started and he later became manager 
of the wholesale lube department. In 
some organizational changes, whole- 
sale lube operations were placed un- 
der Penola, of which Davison became 
president in 1941. 

As an office boy, Davison ran a 
bicycle shop in Garden City on the 
side. During World War I, he had a 
flourishing taxi business. For the past 
15 years, his extra-curricular business 
activity has been the development of 
Long Island property. 


And a Look Ahead—tThe specu- 
lation around Esso is that the clam- 
bake tradition will be perpetuated. 
Davison’s successor-apparent is S. P. 
(Red) Géildersleeve, vice president 
and general sales manager of Penola. 

To feed the 300 oil men, the bake- 
master prepared 400 lobsters, 185 
pounds of salmon, nine bushels of soft 
shell clams, 85 large chickens and 
four bushels of cherrystone clams. For 
many of the guests, part of the show 
is watching the proceedings. “This is 
the authentic clambake, with hot 
rocks and plenty of seaweed,” says 
Bakemaster Louis P. Marinello. 
“Not one of these washtub affairs 
most of them are today. It’s the differ- 
ence between Big League and Little 
League.” a 


Clambaker Davison (center) and friends: they came to say goodbye 
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Butler: Law's loss was oil's gain 


Man of Few Words 


JOSEPH W. BUTLER, Pennsylvania 
Petroleum Assn.’s new president, 
doesn’t like to waste his breath. 

If a discussion gets too fogged up 
with words, resolutions and motions, 
Butler will get to his feet—and with 
a few well chosen words, put the is- 
sue in focus. 

“I like to get at the heart of the 
matter,” he says. You suspect that 
here is a man with some legal train- 
ing. Your suspicions are correct. 

Butler studied law at Northeastern 
University, Boston, and got his L.L.B. 
degree cum laude. He never hung out 
his shingle. “When I graduated, I 
was married and already making a 
good living in the oil business,” he 
says. “I couldn’t see spending my 
time collecting bills.” 

Broad A: Missing—Butler is a New 
Englander — born in Providence — 
who has managed to get rid of his 
regional accent. “I think I have a 
trace of it left,” he says. But you 
can’t pin it down listening to him. 

Butler got his baptism in the oil 
business in New England, too, work- 
ing for Lamson Oil Corp., Providence 
jobber. Starting out as office man- 
ager, he was vice president of the 
company when Richfield Oil Corp. 
(N. Y.) bought into the company in 
1929. 

That was the beginning of an asso- 
ciation that continues today. Butler 
went with Richfield to work in his 
home town, moving to Philadelphia 
in °32 to become Richfield’s district 
manager. When Richfield quit direct 
marketing in °36, Butler formed his 
own company and took up where 
Richfield left off. 

Today his Butler Oil Corp. handles 
Richfield products for more than 50 
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Service station accounts in and around 
Philly and serves close to 3,000 heat- 
ing oil accounts. 

Pro Patria—Butler has served his 
adopted state as well as the oil indus- 
try. For 12 years, he was local chair- 
man of Petroleum Industries Com- 
mittee. He also served as Middle 
Atlantic District OIC chairman for 
many years. As such, he was on tap 
to speak at Oil Progress Week func- 
tions from New England as far south 
as Virginia and as far west as Ohio. 


He had a hand in setting up the or- 
ganization he now heads. 

And from °49 to ’53, he was Penn- 
sylvania’s deputy auditor general, and 
deputy state treasurer from °53 to °57. 

Who minds the store while Butler 
is busy with these extra-curricular 
activities? “I’ve got a good organiza- 
tion,” he says. 

A Place for Play—That organiza- 
tion also takes over when Butler wants 
to relax. He likes to golf but says he 
plays far too little. His score, as a re- 





DON’T GAMBLE WITH SAFETY 














GET MORE PROTECTION WITH 
THE GILBARCO ELECTRONIC INDICATING GROUND 








Wherever highly volatile liquids are loaded 
— bulk plants, tank farms, or terminals—be 
sure of proper grounding. Install the Gilbarco 


Electronic Indicating Ground. 


POSITIVE-Establishes ground and indicates 
its safety by either light or audible signal. 


SAFE—Reveals faulty grounds caused by 
cable defects, paint, corrosion or carelessness 


which lead to fires. 


SIMPLE—Gilbarco’s electronic ground is 
easily installed in any grounding circuit. 
Furnished complete with clamp and cable. 


| 
| 
| 
| 
| 
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sult, is a secret he keeps to himself. 
He likes salt water fishing and tries 
to get much of it in his schedule 
whenever he gets to Ocean City, N. J. 
He’s strictly a surf caster who admits 
that “the big one is still to be caught.” 
He admits he’s no Dave DeTar, a fel- 
low jobber who is a dyed-in-the-wool 
Izaak Walton. 

. . » And a Job to Do—As jobber 
group president, Butler has his work 
cut out for him. He'll have to watch 
ou’. for price wars. But the big threat 
that faces jobbers in the Keystone 
state, he says, is what may happen as 
a result of price wars. 

Butler sees one way out of the 
threat: “There should be more states- 
manship by the majors to kill sub- 
sidies and put an end to price wars. 
Or else we'll have government price 
regulation.” ® 

a 


In taking over the top spot in PPA, 
Butler succeeds George Mercatoris, 
of Mercatoris Oil Co., Meadville. 

Other new officers are Ralph F. 
Haller of Automotive Service Co., 
Reading, and W. Ivan Simpson of 
Simpson Oil Co., Malvern, vice pres- 
idents; and A. L. Simms, Petroleum 
Service Co., Wilkes-Barre, secretary- 
treasurer. 

Charles Keeney of King & Keeney, 
Boston, Pa., was added to the board 
of directors. 

eo 


Of the 14 oil industry men who 
attended the President's Conference on 
Technical and Distribution Research 
for the Benefit of Small Business, ten 
are oil marketers: 

Stansbury W. Davis, president, S. 
W. Davis Oil Co., Richmond, Virginia, 
a jobber. 

Cash B. Hawley, president, Na- 
tional Congress of Petroleum Retailers, 
Detroit, a dealer who was invited as 
a trade association delegate. 

George D. McDaniel, manager of 
dealer-distributor relations, Socony 
Mobil Oil Co., New York. 

Niles M. McMahan, treasurer, 
Rock Island Refining Co., Indian- 
apolis, small refiner. 

W. P. Marquam, manager, trade 
relations, Pure Oil Co., Chicago. 

Richmond F. Meyer, president, 
Mid-Hudson Oil Co., Poughkeepsie, 
N. Y., a jobber. 

Samuel J. Reeve, Reeve’s Standard 
Service, Birmingham, Mich., a dealer. 

Sam Rosenwasser, president, Brook- 
lyn Gasoline Merchants, Inc., a dealer. 

I, L. Schurman, president, Con- 
sumers Petroleum Co., Chicago, a 
jobber. 

J. W. Simon, Jr., sales promotion 
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manager, Gulf Oil Corp., New Or- 
leans, 

Others associated with the oil in- 
dustry who were present: 

L. T. White, vice president and 
manager of business research and 
education, Cities Service Petroleum, 
Inc., New York. 

John B. Shields, manager, training 
and business research, Bennett Pump 
Division, John Wood Co., Chicago. 

John Aiken, executive secretary, 
National Oil Jobbers Council. 


4 


Breitweiser Vickers 


Stanley D. Breitweiser has joined 


D-X Sunray Oil Co., Tulsa, Okla., as | 
marketing for Vickers Petroleum, Inc., | 
of all marketing activities, both do- | 
mestic and export, he reports to T. E. | 
Fitzgerald, executive vice president of | 
1954, Breit- | 


marketing. Since June 
weiser had been vice president of 
marketing for Vikers Petroleum, Inc., 
Wichita, Kan. Before that, he was 


with Continental Oil Co. for 22 years. | 


James W. Vickers succeeds Breit- 
weiser at Vickers. He was named 
vice president in charge of pipe lines 
and crude purchasing in 1953. 

Charles Burkhardt, national secre- 
tary of Oil-Heat Institute’s distribu- 
tion division, has been spending the 


last month in England on a business | 
trip. Granted a leave of absence from | 
is on | 


his OHI duties, Burkhardt 
special assignment for Standard Oil 


Co. (New Jersey)’s home heating oil | 


marketing development department. 


You'll make the MOST 
from the LEAST with 


SYSTEM 


Milton G. Acker has a new firm, 
the Acker Petroleum Co. in Green- 
ville, Miss. It’s a recently purchased 
Shell jobbership, formerly known as 
Southern Petroleum Co. Acker sold 
his Clinton, Miss., and Anguilla, Miss., 
operations to Shell last spring. Milton, 
Jr., will take an active part in the 
management and operations of the 
new company now that he’s finished 
both his college studies and military 
service. 


Joseph D. Harnett, vice president 
for transportation of Standard Oil Co. 
(Ohio) has been named assistant to 
the president. Henry W. Pattison be- 
comes manager of the transportation 
department. 

a 

The Independent Oil Compounders 
Assn. re-elected its present officers for 
another term. They are: R. C. Geb- 
hardt, United Oil Mfg. Co., Erie, Pa., 
president C. V. Maloney, Universal 











- SAYBOLT & CO. 


General Headquarters 


265 Bayway, Elizabeth 2, N. J. 
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Yew A Complete Line of STEBER 
Equipment for Better Station Lighting 
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STEBER FLUORESCENT 
AREA FLOODLIGHT 


New Series TFL floodlights are str lined, all-al 
lightweight units designed for High Output Rapid Start— 
Power Groove and VHO lamps. Removable Plexiglass doors. 
Snap-on inner reflectors assure efficient light beams. Mounting 
clamp for universal aiming of single and dual installations. 


300 TO 1500 WATT FLOODLIGHTS 


Enclosed Steber Floodlights accommodate 300 to 1500 
watt incandescent or 400 watt mercury vapor lamps. 
Special adapter available for mercury lamp ballasts. 





ELLIPTICAL FLOODLIGH1S 


Series 6000 open elliptical floodlights with porcelain 
ename! or aluminum reflectors. For 300 to 1500 watt 
incandescent and 400 watt mercury vapor lamps. 


Yeu HEAVY DUTY HINGED POLES 


Available in 16’, 18’, 20’ and 24’ heights, stand- 
ard or heavy duty construction. Balanced design 
for easy lowering and raising of top section. De- 
signed for heavy loads such as fluorescent and 
mercury vapor floodlights with pole top mounted 
ballasts. 


Steber Skyliners—the units with wrap around 
doors— have up to 60% more lighting emit- 
ting orea. Four, 8, 12 and 16-foot basic 
units. All aluminum, maintenance free and 
best looking T-lights. Steberlites mount along 
channel cover for special lighting effects. 








New Open Type Skyliners use 6 or 8 eight-foot fluor- 
escent lamps. Mount on straight or modern Steber 
Davit poles. 


Steber units feature convenient wiring compartments, easy mounting, 
minimum maintenance. Modern materials and special finishes like 
exclusive Steber ANODAL, assure the best in service station lighting. 
You can pay more but you can’t buy better lighting equipment. 


Write for special service station lighting literature. Get the specifications on all the Steber 
products designed to help you light up better for less. 


Lighting Units KIOWA for Every Weed 


STEBER MANUFACTURING CO. e Dept. 88 Broadview, lilinois 


STEBER MFG. CO. OF CALIFORNIA, Inc. STEBER-WOODHOUSE, LTD. 
242 So. Anderson St., Los Angeles 33, Calif. 33 Ingram Drive, Toronto, Canado 
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Motor Oils Co., Wichita, Kan., vice 
president, and Dan Maurin, Mid-West 
Oil Co., Kansas City, Kan., treasurer. 
Elected directors for three-year terms 
were: F. H. Helling, president, Penn 
Central Oil Co., Kansas City, Kan.; 
U. B. Bray, president, Bray Oil Co., 
Los Angeles; A. E. Carlin, president, 
Crystal Motor Oil Co., Chicago; P. T. 
Webster, president, Central Petroleum 
Co., Cleveland, and E. H. Bohnsack, 
Mich-I-Penn Oil & Grease, Detroit. 


Roger Mac- 
Donald was elec- 
ted to a second 
term as president 
of the Colorado 
Petroleum Mar- 
keters Assn. at 
the group’s third 
annual conven- 
tion. He’s secre- 
tary-treasurer of 
Bennet Oil Co., 
Socony Mobil 
jobbership in Denver. Don Severson 
of -Grand Junction was elected first 
vice president; James E. Gladney of 
Pueblo, second vice president; and 
Henry Cook of Denver, treasurer. 
Other directors are: Tony Bartkus and 
H. C. Luckett of Boulder; Paul Brad- 
ley, Colorado Springs; George Calkins, 
Arnold Siegel and Sam Ross, all of 
Denver; Frank Tallman, Pueblo; Dick 
Rackett, Aurora; Jim Hartman, Fort 
Collins; Bill Lee, Arvada, and Elbert 
Crosswell, Fort Morgan. 


Pure Oil Co. has formally opened 
its new Northeast Regions division of- 
fice at Detroit, the result of a re- 
alignment of territories between the 
Northeast and Central marketing di- 
visions. Joseph H. Askren, formerly 
assistant division manager and sales 
manager at Toledo, Ohio, is division 
manager at Detroit. Ralph E. Lewis 
comes to Detroit from the marketing 
executive department in Chicago as 
assistant division manager and sales 
manager. 


Frank Kundahl, former president of 
Connecticut Petroleum Assn., has re- 
signed as vice president of Crown 
Petroleum Corp., Richfield jobber in 
Hartford, Conn., and Springfield, 
Mass. Kundahl had been with Crown 
for eight years. 

e 


B. R. Davis was selected for the 
new post as manager of distributor 
and dealer relations by D-X Sunray 
Oil Co. He was formerly assistant di- 
vision manager in charge of distribu- 
tor sales for the Southern division. 
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Claude D. Phillips, Jr., is general 
manager of the new Mid-Ten Oil Co., 
Phillips Petroleum Co. jobbership in 
Nashville, Tenn. Mid-Ten plans to 
build 12 modern service stations in 
middle Tennessee during the next 12 
months. The goal is 50 stations in 
five years. 

a 


P. W. Engels, 
manager of mar- 
keting operations 
in Shell Oil Co.’s 
head office, will 
retire in mid- 
1958. Sidney 
Goldin, assistant 
to the general 
manager-head 
office marketing 
department, will 
succeed Engels 

when he does retire. R. L. Geraghty, 
manager of the marketing administra- 
tive office, moves up to succeed 
Goldin. 

a 


Theron S. Co- 
vey, Covey Petro- 
leum Corp. in 
Salt Lake City, 
moves up from 
vice president to 
president of In- 
termountain Oil 
Jobbers Assn. 
New vice presi- 

dent is Orson 

Wright, U nited 

Covey Oil Co., Salt 

Lake. Treasurer is Paul Cox, Cox Oil 

Co., also Salt Lake. New board of di- 

rector members are: H. F. Blake, Twin 

Falls, Idaho; Forde Johnson, Idaho 

Falls; Raynal Pearson, Richfield, 

Utah; Jack Bowen, Logan, Utah, and 
Grant Valentine, Salt Lake. 


Fred M. Holl 
has been ap- 
pointed division 
manager of the 
west central divis- 
ion of Fleet-Wing 
Corp., Cleveland, 
Ohio. He will be 
in charge of all 
Fleet-Wing sales 
in the division. 
Holl Holl was former- 

ly with Standard 
Oil Co. (Ohio) in charge of their 
Traveling Lubrication Clinic. He was 
also responsible for semi-technical 
lubrication sales activities and sales 
training. Before that, he was retail 
sales manager of Canfield Oil Co. for 
several years. 


Tom H. Reed is now general man- 
ager of company-operated service 
stations for Colonial Oil Co., Jackson- 
ville, covering its stations throughout 
Georgia and Florida. He was for- 
merly with Chek-Chart Corp. 

— 

W. R. Huber, director of public 
relations for Gulf Oil Corp., has been 
appointed director of the petroleum 
industry’s centennial celebration in 
1959. Granted a leave of absence by 
Gulf, Huber will have offices at the 
American Petroleum Institute head- 
quarters in New York. 


Easy on—Easy off—with unique swivel adapter! 
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Union Oil Co. has appointed three 
new merchandising managers: W. M. 
Sopher, for Southwest territory; J. E. 
McCaffrey, Central territory, and 
Duncan McMillan, Northwest. 

a 

Guy B. Hunter, chairman of the 
board of Quaker State Oil Refining 
Corp., Oil City, Pa., was re-elected 
president of the National Petroleum 
Assn. by the board of trustees. It’s 
his third term. Also re-elected were: 
Paul R. Beck, of Pennsylvania Refin- 
ing Co., Butler, Pa., first vice presi- 
dent, and Rexford S. Blaxer, Ashland 





OKHEIM 


HIGH-VACUUM 


FAMOUS 688 SERIES 
—A STAND-OUT BUY! 


Now you or your customers can 
handle liquids safer, faster, with 
far more convenience! This 

pump features a bung adapter that 
swivels! Thread suction tube 

in or out of drum as quickly and 
easily as working a gate valve. 
Swing handle to any position and 
lock with wing nut. Low cost; 
ruggedly built; requires 

minimum maintenance. Versatile, 
too. Quickly converts for pipe 
line, drum, underground tank. 
Call your Tokheim representative! 





Check These Features! 





e Faster, easier installation with unique, new 
bung adapter that swivels 

© Flexible diaphragm fashioned of tough, 
molded-synthetic material 

@ No piston to leak, stick, freeze or jam 

® Stainless steel shaft, valves, springs 

® Die-cast aluminum alloy housing—corrosion- 
resistant in and out 

® Sliding suction tube — adjusts itself to tank depth 


Cast-iron 
swivel adapter 
—no aluminum 

threads to wear 











General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 _ FORT WAYNE 1, INDIANA 
Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 


iden, 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Litd., 205 Yonge Street, Toronto, Ontario 
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WEST GERMAN JOBBERS touring the U.S. stop to visit Tide- 
water’s new Delaware refinery. Left to right; Heinz Weid- 
mann, Eschweiler; Richard Kiesling, Mulheim; Heinrich 
Boesch, Heide; August Pickel, Oldenburg; Dr. Kurt Haase, 
director of the Assn. of German Fuel Wholesalers; Walter 
Mendt, Hamburg; Fritz Sibilsky, Hannover; Wilhelm Groen- 


woldt, Hamburg; R. S. Stanfield, Tidewater refinery repre- 
sentative; Berthold Rueckwarth, Bielefeld; Otto Schulte- 
Frohlinde, Berlin; Joachim Eller, Duisburg; Werner Voeth, 
Weilheim; Johann Deisenhofer, Krumbach; Ernst Rueckwarth, 
Bielefeld; Piet Maas, Tidewater lab technician and interpreter; 
Wilhelm Kleffmann, Kolin, 


Oil & Refining Co., Ashland, Ky., 
second vice president. 
* 

Thomas W. Phelps, assistant to the 
chairman of the board of Socony 
Mobil Oil Co., has been elected 1958 
national chairman of the Oil Informa- 
tion Committee. Vice presidents are: 
R. H. Collacott, public relations di- 
rector, Standard Oil Co. (Ohio); Rus- 
sell D. Karns, assistant to the presi- 
dent, Pan American Petroleum Corp.; 


G. A. Mabry, manager of advertising 
and public relations, Humble Oil & 
Refining Co., and Stewart Schackne, 
public relations manager, Standard 
Oil Co. (New Jersey). 


a 
William Kenny of Meenan Oil Co., 
New York City, and Robert F. 
Young, Young Coal Co., Waterloo, 
lowa, have been added to Oil-Heat 
Institute of America’s board of di- 
rectors. 


Wilshire Oil Co. of California, Los 
Angeles, has announced several 
changes in its marketing organization. 
The new post of supervisor of asphalt 
sales goes to Jack Cummins. 

Michael E. Walsh, Jr., is now man- 
ager of direct and wholesale sales. 
He will be responsible for all sales. 
to rebrand distributors and jobbers 
and to wholesale accounts. Richard 
Marshall replaces him as supervisor, 
wholesale sales. 


Coming Meetings 


NOVEMBER 1957 


Society of Automotive Engineers, national transportation 
meeting, Hotel Statler, Cleveland, Nov. 4-6. 


Society of Automotive Engineers, national diesel engine 
meeting, Hotel Statler Cleveland, Nov. 5-6. 


Society of Automotive Engineers, national fuels and lubri- 
cants meeting, Hotel Statler, Cleveland, Nov. 6-8. 


Oklahoma Oi) Jobbers Assn., annual fall frolic, Lake Mur- 
ray Lodge, Ardmore, Nov. 7-8. 


API Division of Marketing, annual meeting, Hotel Congress, 
Chicago, Nov. 11-13. 


American Petroleum Institute, 37th annual Conrad Hilton 
Hotel and Palmer House, Chicago, Nov. 11-14. 


National Assn. of Oil Equipment Jobbers, management in- 
stitute, Ohio State University, Columbus, Nov. 13-16. 


National Oil Jobbers Council, annual meeting, Hotel Con- 
gress, Chicago, Nov. 13-16. 


Assn. of American Battery Manufacturers, annual meeting, 
Edgewater Beach Hotel, Chicago, Nov. 18-20. 


Oil Industry TBA Group, annual convention, Chase Hotel, 
St. Louis, Nov. 25-26. 


DECEMBER 1957 


Interstate Oil Compact Commission, annual meeting, Mayo 
Hotel Tulsa, Dec. 2-4. 
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Petroleum Packaging Committee, Washington Hotel, Wash- 
ington, D. C., Dec. 3. 


API Oil Information Committee meeting, Biltmore Hotel, 
New York City, Dec. 5-6. 


JANUARY 1958 


Kentucky Petroleum Marketers Assn., 32nd annual meeting 
and convention, Brown Hotel, Louisville, Jan. 7-9. 


»Kansas Oil Men’s Assn., 43rd annual convention, Lassen 
Hotel Wichita, Jan. 12-14. 


Independent Oil Men’s Assn., annual meeting, Hotel Statler, 
Boston, Jan. 22. 


Northwest Petroleum Assn., annual meeting and trade show, 
Nicollet Hotel, Minneapolis, Jan. 22-23. 


FEBRUARY 1958 


Missouri Petroleum Assn., annual convention, Chase Hotel, 
St. Louis, Feb. 5-8. 


Iowa Independent Oil Jobbers Assn., annual meeting and 
trade show, Hotel Fort DesMoines, DesMoines, Feb. 20-21. 


Wisconsin Petroleum Assn., annual meeting, Hotel 
Schroeder, Milwaukee, Feb. 26-27. 


MARCH 1958 


Illinois Petroleum Marketers Assn., annual meeting, 
Sherman Hotel, Chicago, Mar. 18-19. 


»Texas Oil Jobbers Assn., annual meeting and trade show, 
Baker Hotel, Dallas, Mar. 27-29. 


»> First listing 
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DISPLAYED RATE 


Contract rates quoted on request. 


subject to Agency Commission. 


The advertising rate is $17.50 per inch for 
Equipment and Business Opportunity advertis- 
ing appearing en other than a contract basis. 


Employment opportunities—$23.40 per inch, 


CLASSIFIED 


INFORMATION: 


BOX NUMBERS count one additional line in 
undispleyed ads. 

DISCOUNT of 10% if full payment is made 
in advance four coneacutive insertions of 


AN MN ADVERTISING. INCH ts measured 9p inch 


vertically on one column, 3 columns—30 inches 
—to a page 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
P.O. Box 12, N. Y. 36, N. Y. SECTION CLOSES November 11th for December issue. 


$1.80 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as 4 
. (see | on Box Numbers.) 

POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance. 
PROPOSALS, $1.80 a line an insertion. 


| 


UNDISPLAYED RATE 








WANTED—SALESMAN 
To sell truck tanks to oif equipment jobbers and oil 
Companies direct from manufacture. Must travel 
about half time. Salary profit sharing plan and other 
incentives. Must be a producer with ability and 
confidence. 


SW_6335 NATIONAL PETROLEUM NEWS 
520 N. Michigan Ave., Chicago 11, Ill. 














REPLIES (Box No.): Address to office nearest you 
°/o This publication Classified Adv. Div. 
NE W YORK: P. O. 
CHICAGO: 520 N. Michigan Ave. (11) 
SAN FRANCISCO: 68 Post St. 


Li EMPLOYMENT 


=: POSITION WANTED—- 
Comehen Gocieght~S0, | OA single, 2, a 
1 uent Spani 


lesires posi in 
Europe or S.A. end “Pw: $314, National 
Petroleum News 




















- FOR SALE—~ ~~~ 





Fuel Oil delivery equipment demonstrators print- 

ometer, pump, w/motor, hose reel, w/hose and 
nozzle complete. Several complete sets at less 

- meter cost. FS-5907, National Petroleum 
ews. 





1949 Fruehauf 4050 gation lead trailer with 
straight air, 3 compartment, 5” Betts Manifold, 
3” outlet at manifold & 3” crossover, no emer- 
gency valves, 1000x20 tires, Betts lights & ladder 
on rear. 1948 Fruehauf 4050 gallon 4 wheel 
trailer, air on both axles, 5” Betts manifold, 3” 
outlet at manifold & 8” crossover, manual emer- 
es, ladder on rear, 1000x20 tires. Free 
to 350 miles, photos available. Riedy- 
ruck Equipment Corp., 809 Summit 

St., Toledo, Ohio. Phone CHerry 8-6441. 





‘or Sale—Major Brand Petroleum Products and 
TBA Jobbership in "Florida, Profitable operation, 
excellent future potential, $50,000 cash will 
handle. Write FS-6387, National Petroleum News. 





Tank Trailers—7400 galion 1954 Butler 3-com- 
partment, ICC Specs. Priced to sell. Bruce E. 
Hackett Company, 1400 Kansas Avenue, Kansas 
City, Kansas. Phone: MAyfair 1-2363. 





—- WANTED 





Will consider buying used low Tokheim or 

Gilbarco pumps, regardless of condition. Describe 

equipment. best cash price. Pel State Oil 
pany, Box 40438, Shreveport, La. 


AVAILABLE 1958 


it experience. 

ly sales nat manufacturer 

contacting OEM's. ro ‘Si industry. Desire sales 

connection with growth company in need of sales 
talent. For resume, please write to 


PW 6373 National Petroleum News 
520 N. Michigan Ave., Chicago 11, Ill. 








OIL STORAGE 
FOR LEASE ON DEEP WATER 
One 80,000 bhi. Cone Roof Tank 
One 55,000 bbi. Cone Roof Tank 
Two 45,000 bbi. Cone Roof Tanks 


COASTAL TERMINALS, INC. 


P.O. BOX 265 CHARLESTON, S. C. 
PHONE 3-9486 








FOR SALE 


2400 gal. L194 Int. with delivery equipment 
4000 gal. Semi Trailer with meter 
1600 gal. White truck and tank with 
delivery equipment 
1600 gal. GMC truck and tank with 
delivery equipment 
1500 gal. GMC truck 
4—7000 gal. tank Tandems 
4—5300 gal. Semi Trailer 
6—4500 gal. Semi Trailer 
Contact Berman Sales Co. 
925 N. Godfrey St., Allentown, Pa. 
Teleph Hemlock 3-5266 











FOR SALE 
S-THIRTY-FIVE FOOT PETROLEUM TANK TRAILERS 
LATE MODELS 
Standard Steel. Spread Tandem. 8000 and 7300 
gallon capacities. Used very little—E€xcellent con- 
dition, Priced very reasonable. Being sold by carrier. 
Contact A. F. Posnik & Company 
12300 Visger Road, Detroit, Michigan 


STORAGE 
TANKS 


(Used) 


Three 25,000 gal. used 
steel storage tanks. 10 ft. 
6 in. by 40 ft., 34” plate. 
Suitable for oils or gas- 
oline. 


$1,000 each on car 


Exceptional 
bargains! 


Photos on request. 
Write or phone 


MARLEAU-HERCULES 


3600 Detroit Avenue 
Toledo 12, Ohio 
Phone: CHerry 1-2242 














3600 gal. 6 cpt. Station Delivery Trailer, 244” 
meter, ticket printer, 2 gravi hose, one 
125°—1 4 oo. reel _ _ . ons 
ine wi 2 May used for 0 
Still im ‘service. "$1500.00. 
George ‘% Rossi 
511 Poul Street, Vineland, New Jersey 
Phone: OX 2-7856 

















| PROFESSIONAL | 
| SERVICES 











| TE) 


| lull Hilly TT 





Plants Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in Lane wd petroleum prenenties. rodd, Petro- 
im Marketers, 605 Produce Bank Bidg., Minne- 

prow t 3, Minnesota. 





STEEL STORAGE TANKS 


Railroad Tank Car Tanks 














PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 











VIKING PUMP 
2—4” Model ZM 250 GPM 60’ hd. 
10 HP G.E. Xplosion Proof Motors @ $650.00 
1—4” F 2 250 GPM 350" hd 
25 i . Xplosion Proof Motor @ $1000.00 
mein MACHINERY COMPANY 
501 30th Avenue S.E., Mpls., Minn. FR. 1-1829 
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DOUBLE YOUR VOLUME POTENTIAL 


without adding to space 


~~ TOKHEIM MODEL 325 


ah 


PARKWAY 


“best of the dual dispensers” 


~ 


~ 
2 
= 


eee SS eel 


If you’re hemmed in without hope of more space, and 
can look forward to only a piddling growth, PARKWAY 
is good news for you. Because PARKWAY serves two 
cars at once, you can speed traffic flow, get them.in and 
out faster, actually double your volume potential without 
longer hours or adding one foot to station area. PARK- 
‘WAY is the ideal pump where space is limited and traffic 
heavy—a wonderful pump for any location. See it soon. 
Call your Tokheim representative. Write for literature. 


ST Oe Le 

















mr 


TOKHEIim CORPORATION 
OKHEIM Designers and Builders of Superior Equipment 
FORT WAYNE 1 Since 1901 INDIANA 


GASOLINE PUMPS 





Subsidiaries: Tokheim N.V., Leiden, Holland— GenPro, Inc., Shelbyville, ind. 

Factory Branch: 475 Ninth Street, San Francisco 3, California 

There isno substitute In Canada: Tokheim-Reeder of Canada, 205 Yonge St., Toronto, Ont. 
ewen~ 

for TOKHEIM QUALITY! pen 

















GASOLINE 


DISPENSING 




















